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Giant GM Unleashes 


$50,000,000 


Auto Titan Expects 
to Hold Top Spot With 
New Cars, Promotion 


By JoHN CRICHTON 

Detroir—General Motors Corp. 
divisions and dealers will probably 
spend upwards of $50,000,000 in 
promotional dollars in 1949 to in- 
sure its 22-year leadership in the 
face of a coming buyer’s market. 

This may be the year when 
automobile buyers, at long last, 
come into their own. 

This may also be the year when 
dealers get back to the prewar 
norm—working on 20¢ of each 
dollar earned from new car and 
parts sales, service, etc., because 
80¢ were lost on used cars. 

The biggest of the auto makers 
is General Motors Corp., whose 
five automotive divisions operate 
in largely self-contained fashion. 
Divisional management is respon- 
sible, subject to broad corpora- 
tion policy, for design, manufac- 
ture and sale of its products. 


sin that process; GM was—in 
prewar years—the number one ad- 
vertiser in the country. There are 
signs it will be again. 

In a year when the seller’s 
market is ending in the automobile 
business, how are things with the 
king-pin of the industry? 

First, General Motors is ready 
to sell and sell hard. It expects 
to have more automobiles to sell 
than it did last year, if the 10% 
increase in production cited by 
President C. E. Wilson is realized. 

GM is inclined to resent the 
imputation that this is the year 
it returns to work in earnest; so 
far as the corporation is concerned, 
it has been on a prewar basis 
since the day reconversion was 
completed. 

“The automobile business his- 
torically has been a competitive 
business,” W. F. 
Hufstader, vice- 
president and di- 
rector of the dis- 
tribution staff, 
told AA, “and 
the beneficiary 
has been the cus- 
tomer. This is a 
return to what 
we have been ac- 
customed to over 
the years.” 

Mr. Hufstader 
Ss close to a general sales man- 
ag-r as GM, which purposely op- 
er tes on loose and autonomous 
lin os, permits. 

Vhat the casual visitor recog- 
lies gradually is that nowhere 
in the automobile business is there 
S-ater rivalry than that of the 
: I divisions. Thus there is nei- 
hor an over-all sales manager nor 
a advertising manager, and a 
4\ ick glance at automobile regis- 
'r ‘tions supplies the answer. 


F. Hufstader 


nths of 1948, 589,536 new 
‘vrolets had been registered, 
about 20.5% of the ten month 
(Continued on Page 46) 


® At the end of the first ten 
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Program 
Rising Liquor 
Stocks Presage 
Bond-Blend War 


Major Distillers Offer 
Lower-Priced Brands 
for Buyers’ Market 


New YorK—This year may mark 
the beginning of the liquor battle 
royal. 

This is the year when the first 
of the whiskies laid down in 1945, 
as the war was ending, will be 
available for the market, and 
conditions will become increas- 
ingly competitive until 1950 and 
1951, when the straights and bonds 
will be back in full force. 

Currently, the blended whiskies 
hold a dominance variously esti- 
mated at 85-90% of the total liq- 
uor market. In prewar days, 
straights had more than one-half 
of the market. Part of this is due 
to price; liquor men (particularly 
those from companies heavily in 
the blend business) say the public 
prefers blends’ lighter taste. 

But straights are causing re- 
newed interest. Last week Pub- 
licker Industries, which supplies 
much of the bulk whisky bought 
by distillers, announced that two 
new straights, Old Classic and Old 
Treasure, will shortly go on the 
market. 


e The straights, offering four- 
year-old whisky, are priced at a 
little more than $4 a fifth, com- 
petitive with “A” blends. 

Old Classic will be handled by 
Al Paul Lefton Co., and Old Treas- 
ure by McKee & Albright. Both are 
agencies which previously have 
handled Publicker brands, along 
with Walter Weir, Inc., and J. D. 
Tarcher & Co. 

What the blend vs. bord battle 
means to various distillers is not 
yet clear. 

Schenley last year set up the 
Straight Whiskey Distilling Corp. 
of America as a subsidiary, in- 

(Continued on Page 53) 


After-hour Orders... 


a new sales stimulant. 
See ‘Private Lines,’ 
Page 58. Other features: 
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HUMANIZED—Dodge 
handled by Ross Roy, Inc., turns more to 
human interest beginning with this page 

running in March in eight magazines. 


truck advertising, 


Magazine Men 
Urge Fight on 
Any Postal Hike 


Feel Post Office Need 
Not Make ‘Profit’; Will 
Appeal to Congressmen 


New YorK—Faced with a poten- 
tial 300% increase in postal rates 
for second class over the next two 
years, a group of magazine pub- 
lishers here last week indicated 
their intention of insisting on no 
increase at all. 

It was the sentiment of the 
group that any token or percentage 
increase would be a mistake, that 
the magazines should now force an 
issue of whether the Post Office 
Department is designed as a profit- 
making institution or whether its 
function is service. 

The idea of subsidy, raised most 
recently by editorials in Scripps- 
Howard newspapers, was swiftly 
bypassed. In the publishers’ view, 

(Continued on Page 54) 
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Tell Why 


They Change Agencies 


Confidential Survey 
Reveals Thinking About 
Agency Relationships 


By JoHN B. MILLER 
Cuicaco—How do you pick an 
advertising agency? 
ADVERTISING AGE has assembled 
a composite answer to that multi- 


page printed questionnaires in a 
nationwide, confidential survey. 
They were asked, as a future aid 
to both themselves and to others 
who may be confronted with simi- 
lar problems, to reveal the facts 
and offer their comments on such 
vital things as: 

The primary reasons for the 
changes in their agency setups; the 


The Advertiser-Agency Relationship 


At year end, Advertising Age sent to slightly more than 
400 advertisers who had changed their agencies during 
1948, a detailed, confidential questionnaire asking a score 
of questions on advertiser-agency relationships. A total 
of 117 (more than 25%) replied. 

Here is the first of a series of seven articles based on 
those replies. It tells why these companies decided an 


agency change should be made. 

Subsequent articles in this series will reveal how these 
advertisers — small, medium and large, consumer and in- 
dustrial — actually selected their new agencies, which 
executives heard presentations and made the selections, 
what attributes were looked for, whether an out-of-town 
or local agency was preferred, and the many other factors 
involved in the agency choice. 


Concluding articles in the 


series will detail some of the 


ideas developed by these companies about agencies and 
agency relationships, and what they consider to be the 


most important qualities of a competent agency. 


million dollar question, with the 
cooperation of more than 100 ad- 
vertisers who selected new agen- 
cies last year. 

These companies, including ad- 
vertisers in both consumer and 
industrial fields, filled out four- 


Last Minute News Flashes 
Burnett Agency Gets Entire Pillsbury Account 


MINNEAPOLIS—Leo Burnett Co., Chicago, will take over the entire 
Pillsbury Mills, Inc., advertising account May 2, eliminating McCann- 
Erickson from the Pillsbury ad setup. Under the impending consolida- 
tion of all Pillsbury advertising, Burnett—which has handled the gro- 
cery products promotion, including cake mixes—will annex Pillsbury’s 
Best flour, Sno Sheen cake flour, and pancake mixes. 


Louis Thomas Rejoins Biow Agency as V. P. 

New YorK—Louis W. Thomas, who recently resigned as executive 
vice-president in charge of creative activity at Lennen & Mitchell, has 
rejoined Biow Co. as a vice-president in the copy department. Mr. 
Thomas was with Biow for nine years, after working with the former 
J. Stirling Getchell, Inc., and Lord & Thomas agencies. 


Bill Offered to Aid Controlled Papers 


WASHINGTON—Rep. George P. Miller (D., Cal.) has introduced HR. 
3195 enabling controlled circulation publications to be mailed under 
the same postal rates as second class paid publications. The Miller bill 
may be considered as an amendment to rate legislation coming before 
the House post office committee Monday. 


G-E to Air Fred Waring Over CBS-TV 


New YorK—General Electric Co. 


has bought the Sunday 9-10 p.m., 


EST, spot on CBS-TV for the Fred Waring show which will start in 


mid-April. Young & Rubicam is the agency. The Pennsylvanians’ | 
broadcast for G-E is aired on NBC through Batten, Barton, Durstine | 


& Osborn. 


(Additional News Flashes on Page 57) 


methods they used in picking the 
new agency, and the company per- 
sonnel who actually took part in 
the all-important decision; their 
views on the “big” vs. “small” 
agency question; the relative im- 
portance of geographical factors 
and types of accounts handled by 
prospective agencies; their ideas 
for future use if another agency 
shift should be necessary; and, in 
their belief, the most important 
attributes of an agency. 


@ Agencies, of course, are just as 
eager as advertisers to establish 
enduring relationships that will be 
worth while, and profitable, to 
both. Things go wrong, though, 
and inadequacies, misunderstand- 
ings, impossible goals, etc., end in 
breaks. ADVERTISING AGE under- 
took the survey in an effort to 
disclose some of these pitfalls and 
to highlight the constructive fac- 
tors which figure in the selection 
of a new agency. 

Many of the respondents listed 
fundamental points applicable to 
accounts from the smallest to those 
which mount annually into mil- 
lions of dollars in billings and 
services. Other comments may 
prove valuable to manufacturers 
in both industrial and consumer 
fields who, with their agencies, are 
| plotting the best marketing plans 
|they can in an increasingly com- 

(Continued on Page 40) 
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TV H Sloan Agency placed a series of TV 
\ Still Is Small spots which, in nine weeks, in- 
; ; H creased Shir-Back Cameo curtains’ 
HEY Fish In Media Pond, | bi-monthly wholesale volume from 
- i po $400 to $55,000. 
HOLD TH AT Institute Re rts However, the institute believes 
4 New YorkK—Although titled | “television advertising costs are, 
TRAIN! WE “Advertising—A Study in Opti-|and will be, far out of line with 
mism,” the second report of the | available results for quite a while.” 
MUST BE IN Television Research Institute is a 
PITTSBURGH curt reminder to televisers that Schaefer, General Foods 
they are still small fry in the |to Air Dodgers Gan.es 
ON over-all media picture. | F. & M. Schaefer Brewing Co. 
Estimating the all-media gross | and the Post cereals division of 
MARCH 27, for 1948 at $2% billion, the report |General Foods Corp. will sponsor 
IN attributes about $2,500,000 of that er | p~ 4 ge Dodg- 
it , __|ers baseball schedule is year 
.> on ''¢ cenubone a ;over WMGM, New York. General 
es nae? 4 ; Foods was co-sponsor of the series 
“i = The institute also called attention last year. Time was bought through 
< to the high cost of television, both| Batten, Barton, Durstine & Os- 
for time and facilities. “‘Networks! born for Schaefer. Young & Rubi- 
estimate that a half-hour coast-|cam and Benton & Bowles handle 
to-coast TV hookup will cost| Post cereals. 
$25,000, compared with current AM P 
rates of $10,000 to $12,000 a half, McCann Names Whitbeck 
hour,” the report stated. William Whitbeck, formerly 
On Son quibiatetin iat Phil copywriter and contact man for G. 
plimistic side, a Fhila~| 7 Basford Co., has been appointed 
,|delphia case history was cited. At|an account executive of McCann- 
a cost of $912, William Lawrence | Erickson, Minneapolis. 
3872 A 
ARMOURA®> COMPANY 
A GENERAL OFFICES, UNION STOCK YARDS 
> CHICAGO 9, ILLINOIS 


ADVERTISING DEPARTMENT 


December 28, 1948 


The Evening Bulletin 
Filbert and Juniper Streets 
Philadelphia 5, Pennsylvania 


Gentlemen: 


The Philadelphia Bulletin is to be congratu- 
lated on its vastly increased food and homemaking 
Armour and Company is cognizant of the high 


news. 

reader traffic which a well edited feature of this 
type enjoys. 

DBH:er D. B. 


Very truly yours, 
ARMOUR AND COMPANY 


Advertising Manager 


HAUSE 


“,.. Armour and 


Philadelphia . . . city of homes. 


quantity — on food news in its news columns. 


Company is cognizant of the high reader 
traffic which a well edited (food) feature enjoys’ 


says D. B. Hause, Advertising Manager of Armour and Company 
Food is a top news topic across America’s breakfast. lunch and dinner tables. especially so in 
That’s why The Philadelphia Bulletin places increasing emphasis —both in quality and 


Commenting on The Philadelphia Bulletin’s coverage of food news, D. B. Hause. Advertising 


Manager of Armour and Company, says: “The Philadelphia Bulletin is to be congratulated on 


National dvertising Representatives: 


Adver*:sin, Offices: Filbert and Juniper Sts., Philadelphia 5, Pennsylvania 


Sawver-Ferguson-Walker Company 


285 Madison Awe., New York 17, N. Y. 
Chicago 


Atlanta 


Detroit 


Los Angeles 


its vastly increased food and homemaking news. Armour and Company is cognizant of the high 
reader traffic which a well edited feature of this type enjoys.” 


The Evening Bulletin 


In Philadelphia nearly everybody reads The Bulletin 


¢ San Francisco 


Advertising Age, March 7, 94 


FTC Tries Again 
March 24 on Its 
Cosmetics Plan 


WASHINGTON—The Federal T) ace 
Commission will give cosmetic ing 
toilet goods industry mem e; 
another opportunity on Marci. 24 
to comment on a proposed ys. 
tem of substitute promotion |.en- 
efits for dealers who are unable 
or unwilling to participate jp 
demonstrator plans. 

The additional hearing was 
called after industry members 
protested against the participation 
in an earlier session of a commis- 
sion attorney who has been active 
in prosecuting manufacturers who 
have used demonstrator plans. 

At the Feb. 10 meeting, industry 
members objected to the fact that 
demonstrator and other promo- 
tional benefits would have to be 
extended in most cases to retailers 
who buy through jobbers (AA, 
Jan. 24 and Feb. 21). 


a The system of substitute pro- 
motional benefits has been sug- 
gested by FTC in an effort to 
work out a trade practice code 
bringing cosmetic industry practice 
in line with provisions of the Rob- 
inson-Patman Act requiring that 
promotional benefits be available 
to competing dealers “on propor- 
tionately equal terms.” 

Industry members claimed that 
inclusion of these retailers wher- 
ever a product is sold under resale 
price maintenance would involve 
supervisory responsibilities which 
would make it virtually impossible 
to use demonstrator and promotion 
systems. 

Industry interest in the trade 
practice procedure nearly collapsed 
after Philip R. Layton, FTC at- 
torney handling the cases against 
Elizabeth Arden and other cos- 
metic firms, introduced stringent 
substitute proposals involving sys- 
tems of waivers and disclaimers. 


a The commission was clearly dis- 
appointed at the trend of affairs 
after the Feb. 10 session. Commis- 
sion personnel interested in the 
trade practice procedure consid- 
ered the cosmetic and toilet in- 
dustry case a crucial test of their 
ability to resolve controversial is- 
sues through code procedures. 

In announcing the additional 
March 24 hearing, the commission 
stated flatly that Mr. Layton “did 
not speak in behalf of the com- 
mission,” and that his proposals 
“are to be regarded merely as ex- 
pressions of his own views.” 


Radio News Group Elects 


Ray L. Thompson, KROC, Roch- 
ester, Minn., has been elected pres- 
‘ident of the Northwest Radio News 
Association. Other officers include: 
|Charles D. Hilton, KGLO, Mason 
‘City, Ia., vice-president; Charles 
Sargeant, WCCO, Minneapolis, sec- 
retary, and Milton Josephson, 
WEBC, Duluth, treasurer. 


Appoints Harry Archer 


Harry R. Archer has been 
pointed in charge of the Da 
office of National Transitads, I 
succeeding C. A. Buxton, who 
resigned to go into business 
himself. Before joining the c« 
pany early in 1948, Mr. Archer ' 
with Herbert Rogers Co., Dallas 


WDTV Boosts Rates 20% 
WDTV, DuMont’s Pittsbu 
station, will increase its basic 1 
from $250 to $300 an hour 
nighttime, effective April 1. C © 
rent advertisers will not be ‘'- 
fected by the change until Oct. 


Staver Appoints Lewis 

Staver Mfg. Co., Brooklyn, sm 
stampings, has appointed Lev 
Advertising, New York, to hanc 
its advertising. 
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"Business has a big stake 
in the rural South’s great progress!”’ 


“The sales potential of the South, 
in my opinion, is tremendous. 
Since 1940, the South’s cash farm 
income has increased from $214 
BILLION to more than $8 BILLION 
and the South’s rural bank de- 
posits and farm-owned savings 
bonds are up more than $5 BIL- 
LION. The rural South has a bril- 
liant future ahead.” 


GEORGE R. STEGE, Jr., Director 
of Sales, Pepsodent Division 
Lever Brothers Company 


“Farming has made no greater 
progress in any part of the U.S. 
in the last decade than in the 
South. This progress in Southern 
farming is creating new markets, 
new opportunities, new wealth 
for our nation, and better living 
on small farms of family size. 
Business everywhere has a big 
stake in the rural South.” 


JOHN L. McCAFFREY 
President, International 
Harvester Company 


“The 14 Southern states now 
have nearly 2 MILLION electrified 
farms, a gain of 1! MILLION over 
1940. Of the electric pumps and 
other equipment we build to aid 
farming and farm living, the per- 
centage shipped into the South is 
growing by leaps and bounds.The 
new South is a big market for the 
electrical equipment manufac- 
turer.” 


R. H. MORSE, Jr. 
Vice President 
Fairbanks, Morse & Co. 


AVE YOU adapted your sales 
H and advertising plans to the 
enormous, new importance of the 
rural South as a market? Here is 
what three of America’s leading 
business executives say: 


Mr. McCaffrey says: “Business 
has a big stake in the rural 
South’s great progress!” 


Mr. Stege says: “The sales po- 
tential of the rural South is tre- 
mendous!” 


Mr. Morse says: “Our sales to 
Southern farmers are growing 


by leaps and bounds!” 


During the last decade, Southern 
farm families have made record- 
breaking progress, in adopting 
better farming methods and in- 
creasing income and savings. 
The buying power of the rural 
South is far greater today than 
ever before in history and con- 
tinues to show a steady rise. 
Your advertising in The Pro- 
gressive Farmer is your direct 
route to sales in this vast, new, 
up-and-coming 
market. 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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WRMS Appoints Coulton 


Thomas R. Coulton, formerly 
station manager of Station WDSR, 
Lake City, Fla., has been named 
commercial manager of Station 
WRMS, Ware, Mass. 


WMRA Appoints Slate 

Charles H. Slate, formerly man- 
ager of WGTM, Wilson, N. C., has 
been named manager of WMRA, 
Myrtle Beach, S. C. 


SUPER SALESMAN 


satary: 50¢ for life! 


Tireless, aggressive. Experienced, 
proven sales producer, good will 
generator. Name: MICRO-LITE, the 
handsome all-purpose miniature 
keychain flashlight imprinted with 
YOUR firm name. Put me to work 
for YOU! I'm a whiz for new biz. 
For promotional plan tailored to 
YOUR line . . . literature, price list, 
sample, write on your business let- 
terhead to Dept. A-37 
MICRO-LITE CO., INC. 


44 West 18th St., New York City 11 
i 


Goodrich Buys ITU's 
Trenton Newspaper 


TRENTON, N. J.—The Trenton- 
ian, morning tabloid launched here 
in August, 1946, by the Interna- 
tional Typographical Union, has 
been sold for an undisclosed price 
to Goodrich Publishing Co. 

Edmund Goodrich, president of 
the company, has taken over ac- 
tive management of the daily. His 
wife, Rose, is associate publisher. 

The Trentonian, which has a 
27,000 circulation, started out as 
a weekly, but became a daily with- 
in two months. The ITU estab- 
lished it to fight the evening 
Trenton Times, which reportedly 
refused to settle a wage dispute 
involving an ITU strike. Most of 
the editorial and advertising staff 
members came from the now de- 
funct Philadelphia Record and the 
Camden Courier-Post. 

Decision to sell the Trentonian, 
still in the red, was made by the 
ITU as an alternative to con— 


tinuing to tax union members in 
this area for its support. 

Mr. Goodrich, who comes from 
a Dallas newspaper background, 
formerly was vice-president of 
the Bronx Home News and more 
recently was with the New York 
Post Home News. 


Shoe Group Names Rockmore 
Popular Price Shoe Show of 
America, New York, sponsored by 
the New England Shoe and Leather 
Association, Boston, and the Na- 
tional Association of Shoe Chain 
Stores, New York, has appointed 
Rockmore Co., New York, to han- 
dle its advertising. The second 
semi-annual PPSSA will be held 
in New York at the hotels New 
Yorker and McAlpin, May 23-26. 


Buys Consolidated Press 
Irving E. Rogers, president and 
treasurer of Station WLAW and 
the Eagle-Tribune Publishing Co., 
Lawrence, Mass., has purchased 
Consolidated Press, Inc., Andover, 
Mass., including a commercial 
printing plant and a weekly news- 
paper, the Andover Townsman. 


Hoover Group 
Condemns FTC; 
Asks Changes 


WASHINGTON—A Hoover Com- 
mission task force is calling for 
“rejuvenation” of the Federal 
Trade Commission through im- 
proved personnel, and a “refocus- 
ing” of its functions and missions. 

Headed by Robert R. Howie, 
professor of law at Harvard, and 
Owen D. Young, former chairman 
of General Electric, the task force 
on regulatory agencies says FTC 
suffers from inadequate funds, 
hostile court decisions, mediocre 
personnel, and that it has been 
“in a backwash” since 1934. 

Noting that 70% of its cases 
deal with false and misleading ad- 
vertising, or other deceptive prac- 
tices, the task force says the com- 
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Toledo... 


...and these are the Toledo Plants of the World’s Largest Producer and 
Finisher of Die Castings . . . DOEHLER-JARVIS CORPORATION 


No. 78 in a Series 


The production and finishing of die cast- 
ings is another of the important industrial 
activities of Toledo. It is one of the diversi- 
fied products of the many industrial com- 
panies which stamp it as One of America’s 


a peas } pal 
ee igs! 


Doehler-Jarvis has been one of Toledo’s prominent industrial citizens 
for 34 years. Much of the company’s pioneering work and growth has 
taken place in Toledo. Hundreds of die-cast parts for automobiles, 
appliances, machinery, radios and other products are made in the main 
plant (top view). 

Just recently Doehler-Jarvis Corporation acquired the second Toledo 
Plant (also shown) to provide greater facilities for the plating of large 
die castings. This adds greatly to the company’s employment and produc- 
tion and makes Toledo an ever greater factor in the die casting field. 


_,.and this is the TOLEDO BLADE 


Great Cities. Equal diversity is found in the 
columns of the Toledo Blade, where com- 
plete news coverage of Toledo and sur- 
rounding area—and the world—appeals to 
the interests of all the readers it serves. 


TOLEDO BLADE 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


One of America’s Great Newspapers—in One of America’s Great Cities 


Advertising Age, March 7, 


mission is guilty of prosecu 
trivial and technical offenses. 


s The report points to two vac 
cies on the five-man commiss 
with a third due late this y 
Noting that the entire comple» 
of the commission can be chan : 
by these appointments, the re; . 
urged that the chief execu’; 
make selections with the grea 
care. 

Within a few days, the Hoc ver 
Commission will give Congress its 
reaction to the FTC study, the 
second to touch on FTC. Last 
week a Hoover group studying 
the Department of Agriculture 
recommended that FTC’s author- 
ity over food, drug and cosmetic 
advertising be transferred to ‘he 
Agriculture Department and the 
Food & Drug Administration (AA, 
Feb. 28). 

The task force on regulatory 
agencies also proposes to relieve 
FTC of its authority over food, 
drug and cosmetic advertising. But 
it suggests that the assignment go 
exclusively to Food & Drug Ad- 
ministration, which currently con- 
trols labeling of foods, drugs and 
cosmetics. 


ws The Howie-Young report vis- 
ualizes an FTC interested chiefly 
in constantly probing for industrial! 
and economic practices which 
threaten competition. FTC litiga- 
tion would be designed to arrest 
restrictive tendencies before they 
become widespread or solidly en- 
trenched. 

Under this program, the FTC 
chairman would become a key 
figure in the government’s anti- 
trust program, providing the White 
House with data and recommenda- 
tions which would be used in di- 
recting the activities of the anti- 
trust division of the Justice De- 
partment, and the purchasing pol- 
icies of the military. 

While the report approves the 
trade practice conference and stip- 
ulation procedures used for wide- 
spread trade offenses, it says FTC 
is not getting full benefit from 
them. It suggests that the commis- 
sion be less legalistic in its rela- 
tions with business, and try to 
correct minor offenses with a 
minimum of formal negotiation. 

The task force contends the com- 
mission puts too much stress on 
its judicial character. It calls for 
statements of policy, summaries 
of the law, and press announce- 
ments in language which will be 
understandable and attractive to 
the public. 


a Noting that FTC provided Pres- 
ident Wilson with important data 
on costs, price and profits during 
World War I, the task force said 
FTC thereafter slipped out of the 
center of things, and _ suffered 
from increasing presidential in- 
difference. 

While the commission’s record 
has been disappointing, there is 
still room for an _ independent 
agency “devoted to a _ vigorous 
program to maintain effective 
competitive conditions and to 
eliminate restrictive conditions,” 
the task force says. 

It recognizes: that FTC 
taken measures to reform, but it 
says new commissioners are 
key to the problem. With nota 
exceptions, it holds, appointme 
have been made with too lit 
interest in the skills and exp 
ience pertinent to problems 
competition and monopoly, and (20 
much attention to service to po t- 
ical party. 


McKee Joins McCann 


Rudyard C. McKee, formerly 
account executive on Swift < °° 
Kraft at Needham, Louis & Bror | 
Chicago, has joined McCan 
Erickson, New York, as accol 
executive on the Nabisco gro\ 
Prior to the war he was assista 
advertising manager of Standa! 
Oil Co. of Indiana. 
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i For in advertising, unlike almost everything else, 
ut it you do not have to pay more to get more. 


Agency service differs only in quality and scope 
—not in cost to the advertiser. 


YOUNG & RUBICAM, INC. 


Advertising + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City _ London 
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Open New Agency Offices 

Charles C. Fitzmorris Jr. and 
Chester M. Miller, who had tenta- 
tively planned to locate their new 
agency, Fitzmorris & Miller, at 6 
N. Michigan Ave., Chicago (AA, 
Feb. 28), have opened offices at 
664 N. Michigan Ave. 


Delsoy Appoints Mahlin 

Delsoy Products, Inc., Dearborn, 
Mich., has named Shutran Mahlin 
Advertising, Detroit, to handle the 
advertising and merchandising of 
Delsoy topping and super whip. 


Miles Joins Porter Wylie 

William A. Miles has joined the 
New York sales staff of Porter 
Wylie & Co., publishers’ represent- 
ative. 


Schenley “Token’ 
Basis Would Cut 
LBI Budget 2/3 


Ad Program May End 

If Other Distillers 

Also Reduce Payments 
New YorK—The promotional 


future and perhaps the continued 
existence of Licensed Beverage 


| Industries will be determined soon 


by action of Schenley Industries, 
Inc. 

Trade circles believe that, with 
LBI’s new fiscal year starting 
next May 1, big Schenley will re- 
duce its annual payment to LBI 
from the present $250,000 to $100,- 
000 or less. 

In that event, it is believed, 
Seagram, National and Hiram 
Walker would reduce their LBI 


|“dues” proportionately, and LBI’s 
‘current over-all $1,000,000-a-year 
budget would be slashed about 
two-thirds. 


s Publicker, the fifth member of 
the liquor industry’s “big five,” 
does not belong to LBI. 

Schenley emphasized to AA, 
however, that the extent of its par- 
ticipation in LBI “is still in the 
discussion stage,” and Schenley 
added: “We are prepared to pay 
our proper share for LBI’s ac- 
tivities’—but indicated that it is 
not in agreement with that organ- 
ization’s current advertising pro- 
gram. ‘ 

Instead of the present every- 
month campaign in Life and liq- 
uor trade publications, through 
Fuller & Smith & Ross, on the in- 
dustry’s tax and economic “con- 
tributions,” Schenley was reported 
as favoring that the LBI “save its 
fire” to meet emergency or special 
situations. 


@ This campaign, on an annual 
basis of about $240,000, is only 


In Which Paper 
D’'Ya Smoke Your 


Cigarets, Linda? 


New YorK—‘‘Everybody likes 
Chesterfield because its milder— 
it’s my cigaret,” said Linda Dar- 
nell, motion picture actress, in a 
current magazine ad through New- 
ell-Emmett Co. Miss Darnell is 
shown holding a pack of Chester- 
fields. 

In a story on “Linda Darnell, 
Artist” in the Feb. 6 issue of 
Parade, she -was shown hard at 
work with brush and easel, and a 
half-smoked package of Pall Mall 
cigarets. 


about one-sixth as large as the 
consistent $1,500,000-a-year pro- 
gram of United States Brewers 
Foundation. 

It was pointed out, however, that 
|individual liquor companies “spend 
substantial amounts of their own 
for industry public relations and 


First Figures Show— 


i Wana Cnoup tld UP 


« 


Av. Net Pd.’ 
3,186,000 


MACFADDEN WOMEN'S GROUP 


Circulation Last 


Av. Net Pd.* 
2,939,000 


%Gain over ‘47 
11.3% 


SOMETHING BIG IS HAPPENING | 


If you sell food, cosmetics, home furnishings, 
clothes, or any of the other million-and-one things 
that women buy, you have a red-hot market in 
Women’s Group readers. These are the young, mar- 
ried women—better off than ever before, starting 
homes, buying many things for the first time. It’s a 
big market, with money... for magazines... for 
luxuries ... for your product. 

The Women’s Group field went up in *48—all 
three leaders were at least 5°¢ over “47. Most of 
these gains were made at the newsstands— where 
nine out of the first ten ABC leaders had losses in 


FOLLOW GROUPS — 


FOLLOW THE LEADER 


Macfadn Womans Crow 


De 
S&S. 


‘Fawcett Women's Group 


MACFADDEN WOMEN’S GROUP HAS BIGGEST GAIN AND BIGGEST NET PAID OF THEM ALL 


Six Months 1948 
Ay. Net Pd.* 71 
2,137,000 4 
%Gain over °47 ; 
10.7% 
Gain over "47 2 Ss é 
11 % : # a : 
Dell Modern Gr 
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N THIS MARKET! 


the last 6 months. At year’s end, Women’s Groups 
were still going up —higher, faster. 


* Publishers’ figures 


Women’s Group—a staggering 


is sizzling! 


FIRST REPORTS ON FEB. 


Early estimates tell us that the February 49 issue was 
the second biggest in the history of the Macfadden 


3,523,000 total net paid 
or a bonus of over 600,000 
Another vivid proof that the Women’s Group field 
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TRUE TRUE 
ROMANCE EXPERIENCES 


RADIO PHOTOPLAY 
MIRROR 


Advertising Age, March 7, ° 34 
| advertising.” 
Prior to merger with Al ¢, 


Liquor Industries three years 4g, 
to form LBI, the former Con: »y. 
‘ence of Alcholic Beverage Inc 
tries alone was operating on an 
nual budget of as much as $2,0: 0. 
000, of which about $1,500 
went for advertising. Among 
leading distillers, Schenley dc »- 
inated ALI, which concentr: 
primarily on trade relations, ; nq 
Seagram, National and Hi 
Walker, among others, were 
CABI. 


w Schenley denied reports t 
it might transfer the bulk of ; 
current contributions in LBI 
a newly-formed Alcholic Bever 
Industries Tax Conference. T 
conference, of which R. E. Jo 
of National Distillers, president of 
Distilled Spirits Institute, and J 
W. Jackson, president of Wine & 
Spirits Wholesalers of America, 
are co-chairmen, has formed a tax 
council with Thomas F. McCarthy, 
president of Austin, Nichols & Co. 
as chairman. 

Mr. McCarthy formerly was 
president of ALI. The council wil! 
function as a “shock trooper” unit 
of the conference. 

Although Schenley is active in 
the new conference, and its chair- 
man, Lewis F. Rosenstiel, is said 
to be its “leading spirit,” it was 
emphasized that this “will not dis- 
turb Schenley’s relations with LBI 
or other associations” in the liq- 
uor industry. 

With taxes today accounting for 
about three-fifths of the price the 
consumer pays for liquor ($2.41 
for each $4 in New York), the in- 
dustry is hopeful not only that 
the $3-a-gallon federal excise tax 
will be eliminated but that, in 
such an event, the states will not 
step in to boost their taxes on 
liquor. 


s The tax council has not yet an- 
nounced detailed plans—including 
the amount of its budget and the 
possible appointment of a paid 
manager. 

The present two-year contract 
of Rear Admiral F. E. M. Whiting 
(Ret.) as executive head of LBI 
will end next June. Admiral Whit- 
ing’s salary was boosted from $40,- 
000 in the first year to $50,000 in 
the second. 

Schenley, however, it was said, 
would not start “another ALI.” 

One reason why Schenley would 
reduce its LBI participation was 
said to be the desire to put more 
money into advertising in its see- 
saw battle with Seagram for sales 
dominance in the industry. 

In the 15 years since Repeal, 
National ranked first in one year, 
1934, and Schenley and Seagram 
have led in seven years each 
Schenley was first in 1935, 1936 
and 1937, Seagram, 1938 through 
1940, Schenley in 1941, Seagram in 
1942 and 1943, Schenley in 1!44 
through 1946, and Seagram in 1947 
and 1948. 

Currently, Schenley’s “back 
bel” campaign is said to be re- 
ducing Seagram’s lead. 


i- 


Signs Marschalk & Pratt 


Marschalk & Pratt Co., Ni 
York, has signed a three-year Co }- 
tract with A. C. Nielsen Co. for t 1¢ 
new National Nielsen Radio Ind °x 
Service. 
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REPRESENTED BY 


a search of our 

records fails to : 
disclose any paper 

that had a greater 

gain than your 

1948 gain of 

14,553,886 lines 

over 1947" 


This excerpt from a letter from Media Records tells the story — 

but not the whole story — of the Los Angeles Times’ remarkable 

gain. Wartime newsprint shortages and resultant rationing of 

advertising did not ease until August, 1948. With restrictions lifted, 

The Times rapidly became the pace-setter in all advertising in the 

West's most desirable market, the third largest market in the nation. ‘ 


CRESMER G WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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Nu-Enamel to Use 
Television Spots 


Cuicaco—Beginning next month, 
Nu-Enamel Corp. will add a series 
of “how-to-paint-it-yourself” tel- 
evision spots to its current news- 
paper and radio advertising. 

The film announcements, show- 
ing the proper way to paint wood- 
work, walls, furniture and auto- 
mobiles, will be introduced first 
in New York, Philadelphia, De- 
troit, Cincinnati and Chicago, and 
later in other major cities. On 
the West Coast, for example, the 
spots will break in May or June. 

The filmed video commercials 
are an extension of a similar 


Oil FIELD SURVEYS——— 


Interview organization in 88 major oil areas 
in 26 states which produce and refine oil. 
Write for pamphlet on how we can give 
statistically valuable advertising and sales 
on products sold to oi! industry, AT LOW COST. 


LESLIE BROOKS & ASSOCIATES 


Oil Field Research Specialists 
McBirney Bidg. Tulsa, Okla. 


“paint-it-yourself” promotion us- 
ing films in motion picture thea- 
ters under local dealer sponsor- 
ship. The new films also will be 
cooperatively sponsored by the 
dealer and the company. 

Turner Advertising Agency has 
the account. 


WTHT Appoints Dower 


Raymond Dower, formerly on 
the commercial sales staff of Sta- 
tion WCCC, Hartford, Conn., has 
been named to the commercial 
sales department of Station WTHT, 
Hartford. 


Peck Agency Appoints Daly 


Arthur J. Daly, formerly West 
Coast manager of Peck Advertising 
Agency and recently in the agen- 
cy’s New York office, has been ap- 
pointed director of radio and tele- 
vision. 


Fenton Joins ‘Esquire’ 


Earl Fenton, former account 
executive at Grant Advertising, 
Chicago, has joined the Chicago 
sales staff of Esquire. 


Key Video Outlets 
Boost Basic Rates 


New YorK—Basic rate increases 
for their key stations here have 
been announced or are being 
formulated by the four television 
networks. 

DuMont has boosted the night- 
time hourly rate for WABD from 
$1,000 to $1,250. This change, ef- 
fective March 1, will not be ap- 
plicable to current advertisers un- 
til Sept. 1. 

NBC will raise the basic hour 
rate for Class A time on WNBT 
from $1,000 to $1,500 weekly 
starting April 1. At the same time, 
its daytime announcement rate 
will be decreased slightly. 

CBS has not announced its rate 
changes for WCBS-TV, but the 
Class A time is being raised from 
$1,000 to $1,500 per hour, effective 
April 1, with protection for cur- 
rent advertisers until Oct. 1. ABC 
also is working on rate revisions 


for WJZ-TV, none of which have | 


been decided yet. 

NBC has just published the first 
rate cards for WNBK, Cleveland, 
and WNBQ, Chicago, and says it 
shortly will publish rates for 
KNBH, its Los Angeles TV sta- 
tion. As reported by AA, Jan. 31, 
Class A time on WNBK starts at 
$200 an hour, is $500 an hour on 
WNBQ and $500 on KNBH. 


GN&G Promotes Mason 


William R. Mason, who joined 
Geyer, Newell & Ganger, New 
York, in the fall of 1947, has been 
appointed a vice-president of the 
agency. 


Joins Grant & Wadsworth 


William Hoddersen, formerly 
art director of Adair & Director and 
John A. Finneran, Inc., has joined 
Grant & Wadsworth, New York, 
in the same capacity. 


‘Montreal Herald’ Names 2 

The Montreal Herald has ap- 
pointed Warren G. Stanton director 
of advertising and Norman Davis, 
national advertising manager. 


Jewelers prefer to display expensive 
items. They'll make an exception, how- 
ever, for the modestly priced line supply- 
ing rich looking, high style point of sale 
material that carries actual merchandise. 
This precision engineered window unit 
provides a platform for one complete gift 
package and cutouts that accommodate 
jewelry pads carrying six more items. A 
detachable Santa Claus headpiece, which 
dealers removed after Christmas, per- 
mitted this unit to serve both before and 
after the Holidays, kept it “alive” longer 
than a conventional Christmas display. 


Joseph W. Roberts 


— 


The window display ey developed in collaboration with Joseph W. Ro rhs, Advertising 
Manager of Jacques Kreisler, was one of the key tools for selling in the 1948 f &/ Christmas 
Sales Promotion programmed for this modestly priced line. Presented to jewelry retailers 
(who do 45% of their annual volume in the last four months of the year) as an integral part 

4 of a tightly correlated advertising 
and used by dealers because it helped them attain maximum volume during the period 


of their maximum sales potential. 


and selling program, this display was accepted 


Gouloo can make your display dollars work harder, provide display aids that earn 


and selling efforts, consult the man from Consolidated. 


higher dealer acceptance and usage. To find out how easy it is to correlate your point of sale advertising 


CONSOLIDATED LITHOGRAPHING CORP. | 


| 1013 Grand Street, Brooklyn 6, New York ° 


|__| * SALES PROMOTION 


As nt - 


EVergreen 8-6700 


TECHNIQUES is the title of a provocative booklet we publish. For a copy of the latest issue, write our Dept. A-4. § 
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Must Breach 
Trade Barriers, 
Sawyer Declares 


Cuicaco—If American busin ss 
and industry hope to survive i: a 
world where “free trading” } as 
been replaced by a maze of eco- 
nomic barriers devised by the vir- 
ious nations, it must adapt itself 
to the new situation and devise 
methods for breaching the barricrs 
without exciting additional sus- 
picion and distrust. 

Most of the speakers at the 
Chicago World Trade Conference, 
sponsored by the Chicago Associa- 
tion of Commerce and Industry 
and the Export Managers Club of 
Chicago, restated that concept in 
various ways. They disagreed, 
however, as to the best methods 
for establishing a healthy world 
economy. 

Secretary of Commerce Charles 
Sawyer pointed out that “each na- 
tion in the world today is at- 
tempting to work out its own des- 
tiny in its own way. Each nation 
has built barriers of economic de- 
fense at its borders. When we talk 
about rebuilding world trade, we 
must take this trend into account 
and we must find ways to breach 
the barriers and convince other 
peoples that we mean to help 
them, not exploit them. 

“The main barrier between us 
and a prosperous world trade is 
fear and insecurity. Uncertainty is 
the climate in which the rank 
growth of trade restrictions has 
flourished.” 


a A. B. Sparboe, president of 
Pillsbury Mills’ flour milling di- 
vision, deplored blind faith in 
Marshall Plan trade as a panacea, 
and severely criticized continued 
government control of exports and 
proposed legislation to provide 
production and price controls on a 
stand-by basis. “Nothing but in- 
flation has ever occurred under 
price controls, not in the open 
markets but in the back alleys, 
where people are disposed to go 
and bid for commodities that only 
can be obtained there,” he said 

He affirmed his faith in recip- 
rocal trade agreements, however, 
and the temporary use of dollars 
to rehabilitate European produc- 
tion and trade between soft cur- 
rency countries. 

“Our tariff structure,” said Har- 
old D. Arneson, president of Ab- 
bott Laboratories, “must not be 
such as to subsidize inefficient 
domestic industry at the expense 
of both the foreign producer and 
the American consumer. I ear- 
nestly ask that we give more than 
mere lip service to this principle.” 


ws With regard to the domestic s't- 
uation, Mr. Sawyer told a press 
conference that “the 1949 outlook 
for the domestic economy is goo’ 
soft spots are not too numerois 
and the United States is not in n» 
in sight of a depression.” 

He called the present deflatio - 
ary trend “desirable,” and sad 
that there is no reason to thi: k 

t 
€ 


that the domestic economy ca 
maintain a favorable tempo. T 
soft spots he cited included te 
tiles, farm products and a ~- 
pliances, but declared that “\ © 
haven’t filled the demand for a - 
pliances, autos and houses,” a! ( 
mentioned that “extraordinary i - 
terest of the public in saving mo - 
ey” is a healthy sign. 


Promotes Alice Lucas 


Alice Lucas, for the past ye 
acting sales promotion manager 
Matchabelli, 
York, has been named sales pr‘ 
motion manager of the compan: 
Miss Lucas has been with Matcha 
belli for the past six years. 


Prince Inc., Ne 
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and Carpets 


To sell its rugs and carpets, Alexander Smith & Sons, 

one of the world’s largest manufacturers of these home products, 

last year placed more advertising in The New York Times Magazine 

than in any other publication. 

John Goodwillie, Alexander Smith’s director of advertising and 

public relations, tells you why this large sales responsibility was entrusted to 
The New York Times Magazine. 

“We know that this advertising,” he says, “is effective in directing 

the thinking of people of influence in the New York area, and far beyond it, ie 
to the objectives of all Alexander Smith advertising.” 


Those objectives, of course, are more sales and more profits for 
Alexander Smith and its dealers. 


And Alexander Smith is but one of a growing number of advertisers 
who are successfully attaining those objectives through consistent 
advertising in The New York Times Magazine. , 


Reaching over a million families every Sunday .. . families proud of their 
homes, and able to spend for the things in their homes that make them 


your home is your show window / 


Why nat give your Teen-Agers’ rooms the “new look,” too? It means so muck 


— -Mexander Smith 
a Men Nan Sings Pavcadtecm Coys 


New York: 229 West 43rd Street 

Boston: 140 Federal Street 

Chicago: 333 North Michigan Avenue 

Detroit: General Motors Building 

Los Angeles: Sawyer-Ferguson-Walker Co., 645 South Flower Street 
San Francisco: Sawyer-Ferguson-Walker Co., Russ Building 


proud ... The New York Times puts the selling power you seek 

into your advertising. 

Puts so much power into advertising, in fact, that The New York Times 

is the biggest Sunday advertising medium in the country ... 

selling families in 11,000 cities, towns and villages in all the 48 states, 

and the District of Columbia. 

We've got lots more selling facts about The New York Times Magazine .. . 
facts that should help you put more power into your 1949 advertising. 
Why not get them, today, from any of our advertising offices? 


Che New ork Gimes Magazine 


Distributed every week with The New York Times, America’s biggest Sunday advertising medium 


CIRCULATION NOW OVER 1,100,000 


The New York Times 
Magazine 
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ARF to Release 
Business Paper 
Report in March 


New YorK—A report based on 
Advertising Research Foundation’s 
survey of the Oct. 15, 1948, issue 
of Automotive Industries has been 
approved for publication by the 
administrative committee in charge 
of the business papers study and 
will be distributed the latter part 
of March, committee chairman J. 
F. Apsey Jr., advertising manager 
of Black & Decker Mfg. Co., an- 
nounced this week. 

The report will include infor- 
mation about the audience of a 
publication as well as readership 
data and will also contain a re- 
production of the 162-page issue 
surveyed with readership scores 
for each editorial and advertising 
item. 

Alderson & Sessions, Philadel- 
phia, conducted the survey under 
the supervision of ARF. 

The administrative committee 
also includes: Kenneth W. Akers, 
Griswold-Eshleman Co.; William 
K. Beard Jr., McGraw-Hill Pub- 
lishing Co.; Bernard Dolan, Peter 
A. Frasse & Co.; H. L. Fisher, Rick- 
ard & Co.; Arnold Friedman, 
Chain Store Age; L. P. Moyer, 
General Electric Co.; E. Scott Pat- 
tison, G. M. Basford Co., and H. 
Judd Payne, F. W. Dodge Corp. 


Schedules Sales Clinic 


The Sales Executives Club of 
Northern New Jersey is sponsoring 
a sales clinic which started March 
1 and continues for four successive 
Tuesdays through March at the 
Public Service Auditorium, 80 
Park Pl., Newark. The clinic will 
feature speakers actively engaged 
in sales work and representing a 
wide variety of industrial organi- 
zations. A registration fee of $15 
covers all five sessions. 


Robertson Names Watt 


M. F. Robertson Sons, Inc., Lans- 
downe, Pa., has named W. H. Watt 
Advertising Agency, Upper Darby, 
Pa., to direct the advertising of 
Vapomatic, a vaporizer of glycol 
for air sanitation. 


Johnson Joins Maxon 


Evelyn Johnson, formerly a 
copywriter of Jos. R. Gerber Ad- 
vertising Agency, Portland, Ore., 
has joined Maxon, Inc., New York, 
in the same capacity. 


(Advertisement) 


Getting Ahead in Business 


Jacques de Sibour, formerly Euro- 
pean sales manager of American 
Overseas Airlines, who has been 
named vice-president and general 
manager of American Airlines de 
Mexico, effective Feb. 15. He suc- 
ceeds Stanley King, now regional 
vice-president of American Airlines 
at Chicago. Mr. de Sibour regularly 
reads The Wall Street Journal. He 
is among the 23,509 vice-presidents 
of important American industries 
(of a total audience of 223,641 busi- 
ness leaders) who depend on the 
vital news presented in America’s 
only national business daily. 


Appoints Ellis Agency 


Mountain Valley Mineral Water, 
Buffalo, has appointed the Buffalo 
office of Ellis Advertising Co. to 
handle its advertising in western 
New York. Newspapers, radio, 
television and direct mail will be 
used. 


Alvin Levine Joins FC&Bl 


Alvin Levine, for the past two 
years editor of Jewelry Magazine, 
New York, has joined the news bu- 
reau staff of Foote, Cone & Beld- 
ing International, New York. 


Rockett Names Hansen 


John Hansen has resigned as 
account executive and art director 
of Knollin Advertising Agency, 
San Francisco, to become mana- 
ger of the San Francisco branch 
of Rockett Pictures, Inc., Holly- 
wood. 


NBC Advances Dann * 


Michael Dann, staff writer of the 
press department of National 
Broadcasting Co., Hollywood, has 
been promoted to trade press 
editor. 


Carter Agency Moves Offices 


The executive offices of Garry 
J. Carter of Canada Ltd., Toronto, 
have been moved to 59 Avenue Rd. 
The art, copy and production de- 
partments of the agency will 
remain at the downtown office, 
394 Bay St. 


Joins Transit Advertising 


Donald B. Bullick, formerly 
advertising representative of 
Saturday Night, Toronto, has 
joined Transit Advertising Co., 
Toronto, as an account executive. 


Advertising Age, March 7, 1: 


Shea Advances Meade 


Edward F. Meade, assistant 
rector of advertising, has bk 
named advertising and public 
director of Shea Theater chain 
Buffalo, effective March 1, wh 
operation of the circuit was tak 
over by Loew’s, Inc. 


Joins Brisacher, Wheeler 
Zola Vincent, formerly food e 


tor of Parents’ Magazine, has be » 


named home economics director 
the San Francisco staff of Br 
acher, Wheeler & Staff. 


THE IRON AGE + HARDWARE AGE + DEPARTMENT STORE ECONOMIST «+ 


Let's End 
This Parrot-Like |f 


BOOT AND SHOE RECORDER « 


MOTOR AGE 


COMMERCIAL CAR JOURNAL + THE SPECTATOR LIFE INSURANCE IN ACTION 
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} d Drive Produces 


ant « i- 
obo — esults, so Hudson 
, tv 
lain |) 
wp. — -ncreases Schedule 
} Caen DeTroit—Pleased with the in- 
eased showroom traffic result- 
; g from its new advertising pro- 
; eram, Hudson Motor Car Co. is 
ne I~ _sing its largest newspaper cam- 
then “ paign to date, with seven ads a 
Br “ month during February and 


March, in 2,500 newspapers, in 


ta Oe 6 tdi a pe 
SS ake ig ag A 


| every city and town where a 
'Hudson dealer is located. 

| The campaign, originally set for 
|a January trial, features sale and 
delivery of cars without extra 
equipment, and carries the local 
delivered price, plus delivery date 
for models in areas where immedi- 
ate delivery can be promised. 

In addition, Hudson’s sales pol- 
icy, as explained in the ads, in- 
cludes the option of cash or down 
payment, and promises a good al- 


lowance for a trade-in or no trade- 


Pr /e Si a ig me 


in if the customer so chooses. The 
“step-down” theme will be fea- 
tured prominently, as in the past. 


Ferguson Names Phinney 


Gardner A. Phinney, formerly 
with the Washington Post, has 
joined Courtland D. Ferguson, Inc., 
Washington, D. C., as an account 
executive. 


Ohio State Plans Conference 

Ohio State University will spon- | 
sor a customer relations conference | 
in Columbus, April 26-27. 


| Inc., 


Appoints Bryan Warman 


Bryan Warman, formerly an ac- 
count executive of J. M. Mathes,| @ 
has been named executive | % 
vice-president of Warman & Co.,| % 
Buffalo. His brother, Robert B. 
Warman, is the president of the 
agency. 


Gets Sportswear Account 


O’Shanter Sportswear Co. of 
New Hampshire has retained Wil- 
liam J. Small Agency, Boston, to 
handle its advertising. Newspapers 
and magazines will be used. 


Repetition 
of Economic Hokum! 


In the field of economics, little white lies often turn out to be BIG 
ones—tinged with red! One of the favorite themes of the critics of 
the American system of enterprise is that the rich get richer and 
the poor get poorer. On what do they base their claims? Myths 


and misinformation! + 


Here are a few facts. Income-wise, the railroad executive is 22 percent 
worse off today than he was in 1930; the Congressman 26 percent; 
the pensioner 35 percent; the bondholder 38 percent; and the wealthy 
stockholder, on whom we depend for so much of our risk capital, 
69 percent. Hardly an indication that the rich are getting richer! 


What of the man to whom our critics apply the label poor working 
man? The records show—in spite of higher taxes and changes in 
the value of the dollar—that the coal miner has improved his income 
by 91 percent since 1930. In other fields, too, the worker has made 
great gains: the textile worker is better off by 39 percent; the auto- 
mobile worker by 32 percent; and the railway worker by 22 percent. 


We, at Chilton, see a real, immediate need for putting these facts of 
economic life before the American public. Our critics are vocal, 
and not adverse to misinforming and misleading the public. The 
facts are clear enough—if we take the time to present them. 


CHILTON COMPANY (INC.) 


100 East 42nd Street 
New York 17, N. Y. 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


‘CHLTON 


Oo 


* THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY + THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE INDUSTRIES 
* THE SPECTATOR PROPERTY INSURANCE REVIEW «+ DISTRIBUTION AGE 


ab L0 eaten cott] 


Thanks co the installation of a 
remarkable new plastic mounting 
machine (one of few in the midwest), 
halftones and zine etchings produced 
by G. R. Grubb & Co. are now 
mounted flush on all sides . . . at no 
extra cost to the buyers. Preheared 
to a high temperature, each plate is 
applied under pressure to wood 
blocking coated with special plastic 
adhesive... and ic’s there co scay! 
Tests show that wood will actually 
splinter before metal can be separated 
from the block. And electrotypes can 
be molded without any danger of 
plates moving on the blocks. Such 
flush mounted plates are great time 
savers in any composing room. Both 
printer and advertiser benefit. 


You are cordially invited to cake 
advantage of this and all orher extra 
services (photography, retouching, 
creative design and finished art) 
offered by. . 


GR. GRUBB &CO. 


ENGRAVERS | 
Artists - Photographers 
CHAMPAIGN, ILLINO! 
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What Can We Do About Postal Rates? 


It is always an unedifying spec- 
tacle to see those whose welfare 
is essentially bound together fall- 
ing out about details, like men 
in a lifeboat squabbling petulantly 
over whose job it is to plug a 
leak. 

That unedifying spectacle is 
currently being witnessed in the 
postal rate situation, in which 
every class of mail user is busily 
engaged in trying to save his own 
skin, preferably at the expense of 
users of other classes of mail. 

In the case of postal rates, the 
internal squabbles among mail 
users are particularly serious be- 
cause they have allowed the most 
important of all basic considera- 
tions about postal service to be 
obscured and almost forgotten. 

Presumably, it need not be 
argued that the postal service is 


‘one of the most essential and im- 


portant services of this or any 
other government. It falls within 
the unarguable realm of a “proper 
governmental function,” since it 
is an essential service which can- 
not be provided by a private 
agency. 

Right there is the major point 
which has been lost sight of in 
the bickering. Just why must the 
Post Office, alone among all the 
essential services performed by the 
government, be self-sustaining? 
Why must the entire costs of op- 
eration of this department be 
borne by users of the service? 


Why should the general tax 


argument is accepted at _ face 
value, then is it fair for the citizen 
who has never been in court or in 
jail to pay taxes to maintain these 
institutions which he does not use? 

Why should the electrical en- 
gineer who has never seen a De- 
partment of Agriculture publica- 
tion pay his share of the cost of 
this vast department? Why should 
a farmer who has no interest in 
the Department of Commerce (or 
thinks he has no interest in it) 
pay taxes to run that depart- 
ment? Why should a physician, 
who never hires labor, never joins 
a union, never needs a govern- 
ment conciliator, help pay for the 
Department of Labor? 

Why aren’t all these, and a 
multitude of other governmental 
agencies, on a strict pay-as-you- 
use basis? Why, indeed, should 
the Post Office Department ser- 
vices, which are probably essential 
to more individuals in the nation 
than any other governmental ser- 
vice, be the only major govern- 
mental service for which general 
taxes cannot be used? 

Postal costs have undoubtedly 
gone up, and there can be little 
argument about the validity of 
increasing rates. But there seems 
to be no validity to the assumption 
that postal rates must be set on 
the basis of operating at a profit. 
They should be determined by the 
greatest good for the whole people, 
with the benefits weighed in with 
the costs. That is the way all 


funds be used, without question, | other governmental activities are 


to pay the costs of the courts and 
the jails, 


instead of making them | 
self-sustaining? If the Post Office | 


| supposed to be measured. 


Why should the Post Office be 
different? 


News Item, On Insertion Order Form 


Usually, it is the editorial de-| headed “News Release.” 


partment which is burned up about 
news items which come along 
with advertising pressure behind 
them. But this time it is AA’s 
advertising department which is 
burning. 

From a Canadian advertising 
agency which certainly ought to 
know better came a cut (through 
customs, at a slight fee), a piece 
of “copy” and an insertion order, 
designating insertion in March, 
“necessary space by 1 column,” 
the notation to “submit proofs” 
and to “send checking copies to | 


So AA’s 
advertising department wrote: 
“We have received a cut from you 
as well as what appears to be two 
advertising orders, although the 
copy attached to these is headed 
‘News Release.’ Will you please 
advise us whether these are ac- 
tually news releases, or whether 


‘this is paid advertising.” 


Back came the answer: “...ap- 
preciate it if you would consider 
this as a news release and not as 
|paid advertising. If you do not 


es ee eS 


YOU'VE HEARD IT BEFORE 


ART BAAR, 


“O.K., Sam, you can stop looking now. It was on my desk!” 


Greco... and Howel 


—The Torch, Milwaukee Advertising Club 


Benignity Pays 

Not long ago—Jan. 24 to be exact 
—we had a bit of merriment over 
the New Bank, that cheery and 
chintzy cache for cash. 

R. H. Brownell, who is president 
of the Union Square Savings 
Bank, thought maybe we were 
talking about the opening of the 
Union Square’s Stuyvesant Town 
branch. In a crisp and pleasant 
letter, Mr. Brownell claims his 
bank’s opening fiesta paid divi- 
dends. 

On opening day, 2,705 new ac- 
counts were opened, deposits to- 
taling $722,000. On Feb. 15, the 
bank had 5,400 accounts, and de- 
posits totaling $3,000,000. “The 
‘lures’ of gifts and the general 
build-up for the opening paid off 
handsomely,” Mr. Brownell says 
gently. 

Anyhow, Stuyvesant branch 
broke all records for new savings 
bank branch offices. 

The bank feels that its extra 
banking hours, on Monday and 
Thursday, when it stays open until 
7 p.m., are adequate, and Mr. 
Brownell—a stranger to the im- 
poverished state of writers—even 
invited us to become a depositor. 

Mr. B has pretty well convinced 
us—and this preserves intact our 
long succession of defeats at the 
hands of our fiscal friends. We 
have discovered that bankers come 
to their meetings armed with facts, 
conservatism and a glacial calm, 
a combination well-nigh unbeat- 
able. 


Ashes to Ashes 


Among the more useful useless 
accessories we’ve seen advertised 
is the personal butler. The personal 
butler is actually a portable silent 
butler, reduced in size to fit into 
a woman’s purse. 

This little gem, in gold-plated 
metal, is available at $5 (plus 
federal tax) at De Pinna’s in New 
York. A sample inscription on the 
butler says “Where there’s smoke 
there’s you!,” which sounds like 
an epitaph. 


Plate Sales 


Friend of ours, a statistically- 
persuaded gentleman, read over | 


ithe Electric Light & Power Com- 
panies’ ad showing auto plates of | panies going out of business sounds 
the various states and remarked | like balloons on New Year’s Eve, 
that only 16 of the plates carried | 25 years is a mighty long time. 


— that it is of sufficient interest | 


warrant publishing for no 


clients and to this office” all ap- pA please do not insert.” 


propriately typed in. 
Fortunately, the 


“copy” 


was 


Won't these guys ever learn not 


to be so cute? 


state promotion. 
For instance, 
“The Friendly 


one state says, 
State’—know 


Es a es ME 2 


er 
at 


“The Land of Enchantment.” 


Vermont is specific (“Green 
Mountains”) as is Maine (“Va- 
cationland”), Wisconsin (“Amer- 
ica’s Dairyland”), and Minnesota 
(“1849—Centennial—1949”). 

West Virginia and Mississippi 
say they have expositions, Idaho 
says demurely, “World Famous 
Potatoes,” Florida says “Sunshine 
State,” Arizona reminds people 
she has the Grand Canyon, and 
Georgia says, “The Peach State.” 

Wyoming and Louisiana show, 
respectively, a cowboy and a pel- 
ican. 

California and Texas, strangely 
enough, have nothing at all on 
their license plates to remind the 
spectator of the state’s wonders. 
Or maybe there wasn’t room to 
treat them fairly. 


Fiscal Note 

We rely on advertising to keep 
us abreast of what goes on in 
Wall Street, and we’re relieved to 
see that one hotel, the St. George 


LBAR 
Meare RT STREET 


famous 
au LUN 
FOR 
eae WOTEL . ** 


ST-GEORGE 


CLARK 7, BROOKLYN 


* 4 MINUTES BY SUBWAY 
CLARK ST. 7th AVE. IRT STA, IN nore Sa 


in Brooklyn, has developed a posi- 
tive approach to the  broker’s 
most pressing problem. 


Jottings 

You'll find “American Adven- 
ture,”’ issued by Hotels Statler Co., 
New York, pretty exciting stuff. 


In cartoon technique, it tells the| 
story of Ellsworth Statler, from the | 


time he stoked a glass furnace for 


50¢ a day until he was top kick of | 


a huge hotel chain. The title, in 
this case, 
leading... 

One of the most beautiful print- 


|ing jobs we’ve seen is that of H. 


|/palladium blonde. Palladium, 


which one? Utah, naturally. Same | 


idea goes for Arkansas, which 
says, “Opportunity Land,” and New 
Mexico, which says, dreamily, 


| 


A. Bruno & Associates, commem- 
orating its 25th anniversary. In 
a business where the pop of com- 


Esquire is currently booming 
Palladium tones, and even has a 
in 


case you've got used to thinking of | 
|it as a ballroom, 


is a rare metal, 


|\of frosty grey shade. And who 
wants a frosty grey blonde? 


isn’t in the least mis-| 
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Rough Proofs 


The Post Office Departme 
would like publishers using seco 
class mail service to up their co )- 
tributions by a little matter 
$120,000,000, a 200% increase. 

Mr. Donaldson must have be » 
talking to the ITU. 


The first ad for Father’s Diy 
appeared ‘way back in 1910, tne 
national committee reports. Tha‘'s 
long enough now so that Fath» 
is beginning to get used to it. 


Brown & Williamson used thx 
facilities of a national radio net- 
work to announce that because of 
its limited advertising it is now 
able to restore Raleigh premium 
coupons. 


“Nu-Fab samples Chicago with 
ad printed on cloth,” reports the 
world’s greatest advertising jour- 
nal. 

That’s one way to relieve the 
newsprint shortage. 


Marion Harper Jr., AA reports, 
started out with McCann-Erickson 
in 1938 as an office boy, and ten 
years later was elected president 

From now on, please treat you 
office boy with due consideration 


Now that Arrow, Globe Brew- 
ing Co.’s favorite brand, has won 
the grand prize for the best out- 
door poster of 1948, you can start 
talking about the beer that made 
Baltimore famous. 


Foster Gunnison says the pack- 
aged home needs more advertising 
to get brand identity, an idea that 
he may see fit to elucidate further 
to the directors of the U. S. Stee! 
Corp. 

oo 


Purchasers of a form letter to be 
used by job applicants, said to be 
able to guarantee at least 28% 
response, are advised not to be too 
unanimous in going after the same 
jobs. 


Ruth Boyle, Good House beaut) 
editor, says perfume ads don’t tel! 
women “why they should use (the 
perfume, or when.” 

But doesn’t the devastating ‘c- 
male want to be seductive all the 
time? 


In spite of the fact that the ra 
tracks pull millions of doll: 
through the pari-mutuels eve 
day, the New York Stock Exchan 
has to use advertising to show pe ) 
ple how to invest their money 
sound securities. 


a > 


* 


John C. Healy, who doesn’t thi 


/'women make good copywrite 5, 


and isn’t afraid to say so, lives 
| Farnumsville, Mass., which his a - 


 atbese hope is well off the beat 


track. 
asee 


It may have been a long, ha 
winter, but things are going to 
a lot different from now on. T 
big league ball teams are at the 
training camps, and the new 
papers will have some really go« 
news to report. 
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= Half of Philadelphia’s “SPENDING MONEY” 


irthe! 


Stee! 
is OUTSIDE the city limits 
to be : 
to be Pee. 
28% 
ye 100 ara ~~... ee * ” 
same Half of the more than four million persons who ~_ Compare these ‘Up-to-Date Figures” — 
comprise the Philadelphia market live outside the NOT JUST THE “HUB — BUT 
wae oer : ; THE WHOLE RICH MARKET! ‘ 
—_ city limits! Yes, town after town... city after city... 
t tell P DAILY SUNDAY $ 
e the and THE PHILADELPHIA INQUIRER gives you all a \) INQUIRER = INQUIRER 
%o OF FAMILY COVERAGE 
g ie- these extra cities and towns as a BONUS BUY! 77.8 86.5 
ll the ; Py Pi 
The chart at the right shows how completely THE . I 22 87.7 
as lal ri L 20 MILES _/ he ‘i )+-— ee 84.2 
INQUIRER covers this whole rich market. To get (THIN 
¥ Q 8 ‘ee am 6 Mae 65.5 82.1 
ars your full quota of customers in Philadelphia, make Pa om ee =, eee 58.7 75.2 ' 
ver) - ; 
an se sure your plans include THE INQUIRER. WITHIN a 
peo- _SomnES ott 
>y ell 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Inquirer 


Exclusive Advertising Representatives : 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Cadillac 6005 
West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 
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Coca-Cola Leads 
Outdoor Award 
Winners for ‘48 


Cuicaco—Half a dozen adver- 
tisers captured two awards apiece 
in the 17th National Competition 
and Exhibition of Outdoor Adver- 
tising Art, but Coca-Cola Co. set 
a more enviable record. It carried 
off all three awards in the soft 
drink classification this year. 

The major awards were an- 
nounced last week by the contest 
sponsor, the Art Directors Club of 
Chicago, following an announce- 
ment of the top three posters in 
the 1948 competition (AA, Feb. 
28). The grand medal awards were 
made to Globe Brewing Co., Bal- 
timore; Esso Standard Oil Co., 
New York, and Ford Motor Co., 
Detroit. 


a In addition to these three “Best 
in Show” winners, awards were 
announced for the Ist, 2nd and 3rd 
place designs in ten classifications. 
These winners, along with other 
designs given “Certificates of 
Awards,” will be honored as the 
“100 Best Posters of 1948” at a 
dinner here March 23. 

Judges who viewed more than 
750 entries named these winners 
in the ten classifications: 


Automobile: Ford Motor Co.; agency, 
J. Walter Thompson Co.; artist, Walter 
Wilkinson; art director, Wallace Elton. 
2nd, Nash Motors; agency, Geyer, Newell 
& Ganger; artist, Howard Scott; art di- 
rector, Arthur A. Surin. 3rd, Ford; 
agency, JWT; artist, Al Moore; art di- 
rector, Mr. Elton. } ; 

Automobile accessories: American Oil 
Co.; agency, Joseph Katz Co.; artist, Al- 
bert Staehle; art director, George Adams. 
2nd, Atlas Supply Co.; agency, McCann- 
Erickson, Inc.; artist, Roy Spreter; art 
director, Herbert Noxon. 3rd, Atlas Sup- 
ply again, with Albert Staehle artist 
this time. 

Food products: General Foods Corp.; 
agency, Young & Rubicam; artist, Jack 
Welch; art director, Jack M. Anthony. 
2nd, Armour & Co.; agency, Foote, Cone 
& Belding; artist, Lyman Simpson; art 
director, John B. Breunig. 3rd, Sunshine 
Biscuits, Inc.; agency, Newell-Emmett 
Co.; artist, Charles Heinzerling; art di- 
rector, Leslie Beaton. 

Confections: Wm. Wrigley Jr. Co.; 
agency, Charles W. Wrigley Co.; artist, 
Otis Shepard; art director, Mr. Shepard. 
2nd, Swift & Co.; agency, Needham, Louis 
& Brorby; artist, Hi Williams; art di- 
rector, Ernest Allen. 3rd, Fred W. 
Amend Co.; agency, Foote, Cone & Beld- 
ing; artist, Warner Bros. Cartoons, Inc.; 
art director, Marvin Potts. 

Beers, wines and liquors: Globe Brew- 
ing Co.; agency, Joseph Katz Co.; artist, 
Carl Paulson; art director, George Adams. 
2nd, P. Ballantine & Sons; agency, JWT; 
artists, J. W. Wilkinson and Carl Paulson; 
art director, Charles E. Barnes. 3rd, Globe 
Brewing; agency, Katz; artist, Mr. Paul- 
son; art director, Mr. Adams. 

Gasolines and oils: Esso Standard Oil 
Co.; agency, McCann-Erickson; artist, 


Black's Poultry Company bought 63 stations 
including WDNC, the 5000 watts—620 ke 
CBS station in Durham, N.C. Results? WONC | 
hatched « lower per inquiry cost than all oth- | 
er 63 stations except ene! 


What do you want to sell more. 
of at lower cost? 


BURHAM, NORTH CAROLINA 


The Herald-Sun Station 


COLUMBIA BROADCASTING SYSTEM 


Rep. Paul H. Raymer 


‘Out 


GOLD MEDAL WINNER—Globe Brewing 


Co.'s poster won top honors in the 17th 


National Competition and Exhibition of Outdoor Advertising Art, sponsored by the 
Art Directors Club of Chicago. Joseph Katz Co. is Globe’s agency. 


Howard Scott; art director, Herbert 
Noxon. 2nd, Standard Oil Co. (Indiana); 
McCann-Erickson; artists, Doc Charleson 
and Burleigh Withers Studio; art direc- 
tors, Albert A. Schmid and Sidney A. 
Wells. 3rd, Standard Oil Co. (Indiana); 
McCann-Erickson; artist, Albert Staehle; 
art directors, Mr. Schmid and Mr. Wells. 

Soft drinks: All three awards, Coca- 
Cola Co.; agency, D’Arcy Advertising 
Co.; artists, Haddon H. Sundblom on the 
first two, Gil Elvgren for the third; art 
director, Wilbur Smart. 

Miscellaneous: Armour & Co.; agency, 
FC&B; artist, Charles Miller; art director, 
John B. Breunig. 2nd, International Cellu- 
cotton; agency, FC&B; artist, William 


Williams; art director, 
wood. 3rd, 
FC&B; artist, 


David W. Lock- 
International Cellucotton; 

Marge; art director, Mr. 
Lockwood. 


Local: Crescent Mfg. Co.; agency, 
Honig-Cooper Co.; artist, Morris Dearle; 
art director, Gerald Martin. 2nd, St. Louis 
Globe-Democrat; agency, D’Arcy; artist, 
Harold McCauley; art director, Ray 
Bauer. 3rd, Republic Steel Corp.; agency, 
General Outdoor Advertising Co.; artist 
and art director, Robert B. Thornton. 

Painted display: Sante Fe Railroad; 
agency, Leo Burnett Co.; artist, Gus 
«Kampf; art director, A. A. Dailey. 2nd, 
Lucky Lager Brewing Co.; agency, Mc- 


Cann-Erickson; artist, Maurice Logan; art 


director, Francis Todhunter. 3rd, Southern 
Pacific Co.; agency, FC&B; artist, Kay 
Larson; art director, Link Malmquist. 


The Art Directors Club em- 
ployed a unique device to assure 
impartial judging and completely 
secret balloting by the judges. 
Posters were placed on a conveyor 
belt and viewed in a huge black 
shadow-box, while the judges re- 
corded their votes on an electric 
scoreboard, with none knowing 
how the other judges decided to 
vote. 


Yankee Network Signs Hall 


Martin L. Hall Co., Boston, 
packer and roaster of Victor tea 
and coffee, has signed a 52 week 
contract for complete sponsorship 
of the Yankee Network news ser- 
vice daily Monday through Satur- 
day, using 24 stations. John C. 
Dowd, Inc., Boston, is the agency. 


Gets Sportswear Account 


Art Teen Sportswear Co., Phila- 
delphia, manufacturer of knitted 
sports jerseys, has named Wayne 


Advertising Agency, Philadelphia, 


to direct its advertising. 


Taplinger Forms PR Firm 


Robert S. Taplinger, former pu ) 
licity manager of Columbia Broa |- 
casting System, New York, hs 
organized his own PR company. 
Robert S. Taplinger & Associat: s. 
with offices now being establish: 
in New York, Chicago and L \< 
Angeles. Mr. Taplinger forme: , 
headed his own public relatio \s 
outfit until 1937 when he join 
Warner Bros., Hollywood, as pu »- 
licity chief. 


Qa. 


Oregon Broadcasters Elect 

Lee Jacobs, president of Inla) 
Radio, Inc., has been elected pre: - 
dent of the Oregon State Broa - 
casters Association. Other office -s 
named are: Bud Chandler, man 
ger of KFLW, Klamath Falls, vic.- 
president, and Ted Cook, progra:y 
director of KOIN, Portland, secr: - 
tary-treasurer. 


Crosley Promotes Callahan 
Walter Callahan, assistant 
general sales manager of WLW, 
has been named assistant to Mar- 
shall N. Terry, vice-president in 
charge of television of Crosley 


Broadcasting Corp., Cincinnati. 


The secret that 9 


Advertising Age, March 7, 1619 
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E jitorial-Type Ads 
in Dailies Tested 
for Krylon Spray 


*HILADELPHIA—With preliminary 
re -ults already termed excellent, 
F ster & Kester Co. last week 
a ded full-page, editorial-type ad- 
yi rtisements to its newspaper test 
ce npaign in the St. Louis market 
fo. its Krylon plastic spray. 

[he company, which broke the 
St Louis test Feb. 13 with full- 
pege color display advertising in 
the Globe-Democrat and Post- 
Dispatch, used the same dailies 
Feb. 27 for the full-page, editorial- 
type copy. Consumer reaction to 
the editorial technique, employed 
in the fabulously successful Glass 
Wax campaign, will determine its 
future use in Krylon advertising. 

Newspaper copy also has in- 
cluded a series of half pages, in 
the Globe-Democrat, Post-Dispatch 
and Star-Times, playing up the 
“1,001 uses” of the plastic spray 
in specific fields, such as house- 


wares, hardware, stationery, auto- 
motive, etc. During the second 
week of the campaign, starting 
Feb. 20, Foster & Kester limited 
promotion to cooperative copy with 
dealers, with ads ranging from two 
columns to half pages. 

Krylon, sold in an automatic 
sprayer, is said to protect surfaces 
with a spray of colorless, flexible 
plastic that is both water repellent 
and heat resisting. 

Beginning this month, Krylon 
will be advertised nationally in 
Better Homes & Gardens, Popular 
Mechanics, The Saturday Evening 
Post and Yachting. The product 
also is being promoted to the trade 
with color spreads in a dozen bus- 
iness papers. Full-page color ads 
will follow these spreads. 

Final results of the St. Louis test, 
company officials said, will de- 
termine whether Foster & Kester 
uses editorial-type newspaper copy, 
or straight display, in introducing 
Krylon in 25 other markets 
throughout the country. 

A. E. Aldridge Associates, Phil- 
adelphia, handles the account. 


AFA Asks Aftiliate Clubs 
to Report Trademark Bills 


The Advertising Federation of 
America has asked affiliated ad- 
vertising clubs to report bills that 
may be introduced in their state 
legislatures which may make man- 
datory the registration of all trade- 
marks upon penalty of the loss 
of common law rights therein. 

George S. McMillan, of Bristol- 
Myers Co., AFA board chairman, 
says that such legislation is now 
pending in New Hampshire, Wash- 
ington, Indiana and Ohio and it is 
reported similar bills have been or 
will be introduced in Maryland, 
New Mexico, Wyoming, California 
and Florida. 


WCNX Appoints Nielsen 

Walter Nielsen, formerly pro- 
gram director of Station WCCC, 
Hartford, Conn., has been ap- 
pointed station manager of WCNX, 
Middletown, Conn. 


Samuelson to Radio Features 
Ernest Samuelson has been ap- 
pointed district sales manager of 
Radio Features, Inc., making his 
headquarters in Kansas City, Mo. 


Masterson Advanced 


Charles V. Masterson Jr., as- 
sistant superintendent of industrial 
relations, has been promoted to 
superintendent of industrial rela- 
tions of the Gary sheet and tin mill 
of Carnegie-Illinois Steel Corp. 
Mr. Masterson succeeds William P. 
Jones, who has been transferred 
to Pittsburgh to become supervisor 
of education and training for Car- 
negie-Illinois. Both appointments 
were effective March 1. 


Jones Appoints Sigler 


Carl Sigler, formerly sales man- 
ager of Bauer & Black Co. and 
Grove Laboratories, has been 
named director of sales promotion 
of Jones Metal Products Co., West 
Lafayette, O. He will direct the 
distribution and sales promotion of 
Jones’ new Dryfold plastic diaper 
cover. 


Appoints Lindsay Agency 

Lindsay Advertising Agency, 
New Haven, Conn., has. been 
named to direct the advertising of 
International Labor Directory, 
published by Dominic DiGalbo, 
New York. 


people discovered 


Rats ao de aa Kary He cea! 


HOLIDAY - 


HOWN on the left is the formula that blew a lot of adver- 
S tising shibboleths sky high. It made money last year for 


999 HOLIDAY advertisers. 


Not so many years ago, such a formula would have been 
pure hypothesis. The theory was then that there were only two 


types of magazine—mass and class. You paid your money, and 
you took your choice. No magazine could give you both. 


For the last few years this theory’s been on the way out. 


Several mass magazines have built up large circulations with 
a fair percentage of high-income families. But it remained for 
HOLIDAY to deal it the death blow. 

Today, only three years old, HOLIDAY at fifty cents a copy 
has passed 820,000. It has reached this mass circulation faster 


than any other magazine selling for thirty-five cents and over. 


(Each copy is read by every member of the family as well as 
by friends—total readership is well up in the millions.) 

Is the class there? Not only do HOLIDAY families have a 
higher average income than those of any mass magazine. They 


have more $10,000-and-over incomes than the readers of any 


class magazine. 


And when you multiply mass by class you get response. 


More and more advertisers are learning this secret. That’s why 
HOLIDAY’s advertising revenue for the first quarter of 1949 is 
up 65 per cent over the record set in 48. Ask any one of 
the 999 advertisers who used HOLIDAY last year to tell you 
about HOLIDAY’s astonishing ability to sell goods. Or ask a 
HOLIDAY representative for documentation. 


CLOTS 
THE CURTIS PUBLISHING CO. 
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INDEPENDENCE SQUARE 


he MOST MASSIVE CLASS 1/2'« <et in the world / 


PHILADELPHIA, PA. 
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CREATIVE 
MEN 


work faster, better... 


when they follow this 
9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James W. 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth ite weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c each in quan- 
tities of 10 or more. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is broad- 
ening his horizons in the advertising business. 
As Victor O. Schwab says, ‘‘a book about bust- 
ness which emits flash after flash of penetrat- 
ing insight... day by day guidance . 
pithy case-history experiences . . . usable sug- 
gestions.”’ . . . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more, 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that underite 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, &Sr. with 
an introduction by G. D. Crain, Jr., publisher 
of Ind fal ing, Advertising Age, etc. 
A basic book in the library of every man who 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 er more. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“ 

Successful Sales Training” 

By Eugene Dynner 

Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de 
veloping a uniformly good performance pat- 
tern, (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
antee. $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
25, and more copies of these various books, it 
is clear that they are filling an important 
need in training programs. We suggest you start 
with a copy of the ‘‘5-Point Technique’’ for 
each member of your creative staff. 


MAIL ORDER NOW 


Advertising Publications, Inc. 
| 100 E£. Ohio St., Chicago 11 


| Please send me books as ordered below. I 

enclose remittance with the understanding that 
I may return books for full refund in ten 
| days if not delighted in every way. 


.. copies, ‘'5-Point Technique 
for Producting Ideas’’ 


.. copies, ‘‘Diary of An Ad Man’* 


.. copies, **Teacher of Business’’.. .§ 
.. copies, ‘‘Successful Sales 
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General Time Appoints Two 


* Charles J. Gilmann has been 
appointed general sales manager 
and Harold E. Blackburn sales 
manager of the Seth Thomas clocks 
division, General Time Instruments 
Corp., Thomaston, Conn. Mr. Gil- 
mann has been with divisions of 
General Time for more than 40 
years. Mr. Blackburn was formerly 
with Telechron, Inc. 


ADS PULL BETTER 


Illustrated with EYE* 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 
hotos monthly. Used 
4 biggest advertisers. 
rite for new FREE 
proofs No. 108. 
EYE* CATCHERS, inc., 10 East 38th St.,N.Y.C. 16. 


‘Art Directors Told 
to Apply Talents 
to Video Programs 


Cuicaco—If Chicago is lagging 
behind New York and Hollywood 
in the television parade, it’s partly 
because “agencies are not doing 
a good selling job to clients.” 

Speaking before the Art Direc- 
tors Club of Chicago, Norman 
Lindquist, television director for 
Malcolm-Howard Advertising 
Agency, also asserted that “tele- 
vision stations are not doing a 
good selling job to the agencies.” 

One of the principal reasons for 
video’s slow progress, he said, is 


that “the art directors are ignor- 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


, ing the medium. Television is a 
|visual art, but the men who are 
| best able to set up visual demon- 
| strations and provide shows with 
excellent visualization, have neg- 
lected the medium.” 

Mr. Lindquist emphasized that 
art directors are not entirely re- 
sponsible for the lag in video de- 
velopment, but said that if the 
new visual medium is to make 
progress, television planners must 
make more use of art directors’ 
talents in improving design and 
format of programs. 


Publication Names Kayser 


Robert U. Kayser, formerly with 
Esquire, Inc., and Street & Smith 
Publications, has been appointed 
eastern advertising representative 
of Catholic Building & Mainten- 
ance, New York. 


Guttenplan Joins Mogul 

Milton Guttenplan, formerly di- 
rector of copy and planning of 
Kal. Ehrlich & Merrick, Washing- 
ton, D. C., has joined Emil Mogul 
Co., New York, as account execu- 
tive. 
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service deps 


.. that stays doggedly on the trail 


of your job from start to finish 


eee checks mark-up 


... watches production 


... expedites 


... has your interest at heart 


until delivery is 


+. you "ll find that 


‘rare’ personal touch at 


CHICAGO 
22 E. Illinois Street 

LOS ANGELES 

928 S. Figueroa Street 


made 
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Chicagoan Stanley A. Frankel, who, before going into the Army, wa 
assistant to the publicity director of CBS in New York, is the author « 
“The 37th Division in World War II,” a 400-page book just publishe 
by the Infantry Journal Press. . . And Cecil Carnes, public relatior 
director of Brennan Advertising Agency, Houston, has a new boo 
called “You Must See Canada,” published last month by Ziff-Davi 
During the war he was a correspondent for The Saturday Evenin 
Post in the European theater. . . 

Said Fred Lahr, 6’-plus president of the Midwestern Advertisin 
Agency Network, to 5’-plus Ira Rubel, guest speaker at the net’s recer ' 
meeting: “If you had part of me and I had part of you, I could sleep i, 
berths and you could watch parades.” .. . 

The National Lawyers Guild has elected Clifford J. Durr as its hea | 
for the coming year. 
Mr. Durr resigned as 
FCC commissioner last 
year. William J. 
Stubbs of the public 
relations department of 
Liller, Neal & Battle, 
Atlanta agency, is on 
active duty with the 
U. S. Naval Reserve. 
He’s attending the 
Navy Supply Corps 
school at Bayonne, 
N. J., with the rank of 
ensign. . 

The University of 
Illinois Alumni Asso- 
ciation’s new president 
is Fred Ebersold, head 
of Fred Ebersold, Inc., 
Chicago agency. A 
member of the class 
of ’24, he has served 
for several years on 
the association’s board 
of directors. . . The Philadelphia Club of Advertising Women wants to 
know how about the girl who wrote the script for the ABC-Brotherhood 
Week program broadcast on Feb. 28. Credits, the club says, have been 
given to WFIL, the Philadelphia Fellowship Commission and the Na- 
tional Conference of Christians and Jews, but none to Sylvia James, 
whose script was chosen over programs submitted by ABC stations 
throughout the country. She’s a free lancer and a member of the Phila- 
delphia women’s group. . . 

A course in “Public Relations for the Retail Store” at New York 
University’s school of retailing is being taught by Nan Findlow, ad man- 
ager of L. Bamberger & Co., Newark. . . Charles T. Coiner, v.p. and art 
director of N. W. Ayer, Philadelphia, is celebrating his 25th year with 
the agency. . . Another silver anniversary was that of Bill Beard, v.p. 
of McGraw-Hill Publishing Co., New York. Company executives gave 
him a watch at a luncheon celebrating the occasion. . . 


GIFTED—H. Gardner Smith, left, vice-president of 
Dickie-Raymond, Inc., Boston, receives an anniversary 
gift from Edwin E. Leason, treasurer. Mr. Smith cel. 
ebrated his 20th year with the company on Feb. 18. 


ADCRAFTERS GET SET—At a meeting of the advertising and publicity committee of 

the Adcraft Club of Detroit, three of its executives on the Red Cross drive take o 

look at the official outdoor poster. Left to right are Henry T. Ewald, president of 

Campbell-Ewaid, chairman of the Red Cross executive committee; W. Colburn Stand 

ish, Walker & Co., chairman of outdoor advertising, Adcraft publicity committee, and 

Dolph H. Odell, assistant director, advertising section of General Motors, a member 
of the publicity committee. 


Lew Avery, of Avery-Knodel, station representative, got over to t! e 
talent side several weeks ago, when his address to the Utica, N. ° 
Kiwanis Club was broadcast over WRUN, which his company re) - 
resents. . . Bob Wilson, of Bob Wilson & Associates, Chicago, w 
commissioned an Admiral of the Flagship Fleet not long ago by Ame - 
ican Airlines Sales Representative Tad Evans. It’s an honorary awa’ | 
presented by the airline for outstanding work in the development 
air transportation. . . 

Two United Airlines vets, Harold Crary, v.p. in charge of traffic a) 
sales, and B. B. Gragg, director of traffic and sales, are now sporti’ 2 
diamond-studded pins for 20 years of service. . . 

Bill Davis, of the WGN-TV sales department, has been elected pc + 
commander of Chicago’s Advertising Amvets, Post 59, succeeding Di 1 
Keller, of Cresmer & Woodward. .. Stanton “Pete” Peterson, copy ch ! 
of W. D. Lyon Co., Cedar Rapids agency, has X-rays to disprove t 
notion that only in the big cities can an adman look forward to raisi 4 
an ulcer of his very own. Considers his “most photogenic.” . . 

Lloyd Yoder, g.m. of KOA, Denver, and president of the Denv 
chapter of the American Red Cross, has announced the appointment 
Jack Foster, ed. of the Rocky Mountain News, as chairman of t! 
city’s °49 fund campaign. . . In Philadelphia, Arthur S. Gow, bran 
mgr. of the advertising office of Curtis Publishing Co., has been name 
chairman of meetings and events for the Red Cross campaign. . . 
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Purity Bakeries 
Expands Dress 
Kit Promotion 


Cuicaco—Successful in a three- 
ci.y test, Purity Bakeries Corp. is 
broadening its “Bakers’ 100% Cost 
Recovery Program” of selling flour 
sacks for use as dress prints. 

Last fall, through its Taystee 
Bread Co. subsidiary, Purity in- 
troduced a sewing kit containing 
buttons, thread and four and a 
half yards of printed cotton cloth, 
the latter originally forming a sack 
in which was contained 100 pounds 
of flour. 

The kit, offered at $2 in gro- 
cery stores in Beaumont, Dallas 
and Houston, also included a dress 
pattern book listing 21 designs. 
Women who bought the kits se- 
lected one, sent it with 20¢ to a 
New York syndicate and received 
the pattern to follow in making 
a dress (AA, Oct. 4, ’48). 


s Now Taystee officials, and R. 
F. Nylen & Associates, Chicago 
merchandising consultant, which 
is handling the promotion, have 
decided to expand the plan and 
make it permanent. Not only are 
Taystee bakers soon going to dis- 
tribute the kits to grocers in 
Springfield, Mo., Kansas City, St. 
Louis, Cincinnati, Toledo and Co- 
lumbus (and other cities later), 
but the kits are being offered to 
other large bakers’ throughout 
the U. S. Seventy-three, with 
plants in 400 cities, are expected 
to use the kits. 

Exclusive franchises are offered 
through Nylen. In addition, some 
feed manufacturers and candy 
makers, large users of sacks, are 
interested in the promotion and 
have begun market research work 
concerning its feasibility for them- 
selves. 


s Taystee has improved the qual- 
ity of the sacks since the test 


first started in Texas. The bags 
now turned into dress prints have 
a higher thread count than nor- 
mally available in dress print flour 
sacks. There are now 24 pages of | 
patterns illustrating 32 new de-| 
signs, plus eight pages of sewing 
hints. More important, Simplicity | 
patterns are now ,used and these 
can be obtained throughout the 
nation. 

R. F. Nylen said bakers pay 
about 33¢ for a printed cloth sack, 
against about 29¢ for a non- 
printed cloth sack or 11¢ for paper | 
sack. The dress kit plan has elimi- 
nated this cost to bakers where the | 
promotion is used. | 


Beaumont, Heller & Sperling, 
eading, Pa., has been appointed to 
indle the advertising of the mid- | 
tlantic region of the Structural 
lay Institute, Philadelphia. News- | 
pers and direct mail will be used. | 


ake-Spiro-Shurman Moves 


Lake-Spiro-Shurman, Inc.,| 
emphis agency, has moved its) 
fices to larger quarters in thé) 
idio Center building. 


rHE NEGRO 


MARKET IS 


TERRIFIC! 


5 million American Negroes 
® billion dollars a year! If you — 
20d, drinks, ‘we 4 or any other | 
roducts to sell, reach this big yo 
ublic through the Negro papers and | 
iagazines. Interstate United News- | 
‘apers, Inc., 545 Fifth Ave., N. Y., can | 
how you how advertising in these | 
ublications reap big markets and | 
rofits! Write us today 
(OTE: We now have fects compiled by the 
® Research Co. of America on brand 
references of Negroes from coast to coast. 
Yrite now for this free information. 


eee ee 


Dallas has done one of the most amazing jobs of 
building homes and apartments of any city in the 
nation. The Dallas Morning News, attuned to this great 
building trend, will soon complete its magnificent | ; 
new plant .. designed to better serve the fabulous ‘| 
Northeast Texas area. John Knott, News staff Old Man Texas 

cartoonist, and his internationally famous character, oy pan Ener 

“Old Man Texas” .. and all of the rest of the News’ ee 1 
star-studded staff . . will soon move into this new 

home. . which will be formally opened on May 22. 


Sell the readers of The Dallas Morning News and 
you have sold the fabulous Dallas Market. 


%& The great Northeast Texas area, 
‘i: the fabulous Dallas Market 
where more people make more 
money . . and spend more 
for more things . . than in 
any like area in the Southwest! 
Served by The News! 


‘DALLAS 


CRESMER & WOODWARD, INC. it 
Representatives: oe 
New York, Chicago, Detroit, 
San Francisco, Los Angeles 
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Freed TV Sets Play 
3 Types of Records 


New YorK—Freed Radio Corp., 
manufacturer of Freed-Eisemann 
radio-phonographs, has introduced 
a new line of television receivers 
using the new 16” metal picture 
tube in all four models. 

Retail prices of the sets range 
from $625 to $1,295. The $1,295 
set provides complete phonograph 
facilities for playing all three 
types of records with a dual-speed 
automatic changer for standard 78 
rpm. records and 3344 rpm. micro- 
groove recordings. There is a sep- 
arate changer for the new 45 
rpm. wide-spindle records. 

Deliveries on the new models 
will begin in early March. A news- 
paper campaign is being planned 
to begin at that time. Lawrence 
Fertig & Co., New York, is the 
agency. 


TRAV-LER VIDEO 
SETS INTRODUCED 


Los ANGELES—Trav-Ler Radio 
Corp., Chicago manufacturer of 
table model and portable radios, 
last week gave its southern Cali- 
fornia dealers a preview of the 
company’s new 10” and 12” con- 
so.e model television sets. 

Prices of the new sets will not 
be announced until the Chicago 
meeting for U. S. and Canadian 
distributors March 27-28, although 
the price probably will compare 
favorably with lower bracket video 
sets now on the market. 

Market-by-market advertising 
campaigns, largely cooperative, 
will be undertaken. 

Jones Frankel Co., Chicago, is 
the agency. 


ARVIN WILL MARKET 
DIRECT-VIEW VIDEO 


CoLuMBus, INp.—Noblitt-Sparks 
Industries, Inc., expects to market 
direct-view console and table 
model television. sets late this 
spring, along with a new pop-up 
toaster and an electric space 
heater. As yet, no promotion plans 
have been formulated. 


Heil Appoints Giles 


Henry Giles has been appointed 
sales manager of the road ma- 
chinery division of Heil Co., Mil- 
waukee, succeeding Dan Pierce, 
who has resigned to become sales 
manager of State Equipment Co., 
Heil road machinery distributor 
in Harrisburg, Pa. 


$367,500,000 FOR GAS 


Some gasoline bill these Motor-Freight 
Carriers run up! No wonder. Their 
700,000 vehicles travel long distances 
at high speeds—account for 46% of all 
truck-ton miles. Only one advertising 
medium completely covers the rich 
Moior-Freight market—TRANSPORT 
“TOPICS, the paper most carriers agree 
is essential to their business. 16,000 
45,000 third- 


weekly; 


paid 
Monday distribution. 


Grausport Topics 


The Notional Weekly of the Motor-Freight Corriers 


Washington 6, D.C. 


copies 


Sargent Becomes Partner 


John R. Sargent, senior associate, 
has become a partner of Cresap, 
McCormick & Paget, New York, 
management engineer. Prior to 
joining the company, he was a 
vice-president of George S. Arm- 
strong & Co. 


To Advertising & Publicity 


Hugh Sharp has resigned as ad- 
vertising manager of Stearns 
Magnetic Mfg. Co. and Abel & 
Bach, Inc., luggage manufacturers, 
Milwaukee, to join Advertising & 
Publicity Associates, Milwaukee. 


$1 Credit for Old. 
| Clocks is Offered 
on New Telechrons 


ASHLAND, Mass.—In one of its 
greatest drives for clock sales, 
Telechron, Inc., a General Elec- 
tric subsidiary, is offering $1 in 
credit for any old clock against a 
new Telalarm. The promotion will 
be advertised by 1,000-line news- 
paper ads throughout the country 
with the slogan, “Trade in Your 


Old Timer.” 

Dealers will receive a _ three- 
color streamer identifying the 
store as a Telechron Trading Post. 
The company claims it will take 
anything from a cuckoo clock to a 
dented tin clatter-mill. 

N. W. Ayer & Son, Boston, is 
the agency. 


Publication Changes Name 


Aviation Maintenance & Op- 
erations, published by Conover- 
Mast Corp., New York, has changed 
its name to Aviation Operations. 
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Stockholders Approve Merg:; 


Stockholders of Minneapoli - 
Moline Power Implement Co., fo - 
merly a Delaware corporatio , 
have approved its merger with t! 
Minneapolis Moline Co. of Minn. 
sota. The company will opera‘e 
under the latter name. 


Collins Leaves Hunt Foods 


Joe R. Collins has resigned 
western sales manager of Hu 
Foods, Inc., Los Angeles. Befo 
joining Hunt he was advertisi: 
and sales promotion manager 
Libby, McNeill & Libby, Chicag». 
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LE CENTER, 


MINNESOTA 


is typical of many hundreds of farm buying centers in 


the 8 Midwest states. 


TYPI C AL TRADI N G ee eee ‘on fa oe ee ions : 
WOOP OPW 5 ete hh Oe ¢ 
C E NTE R FO R (within 15 mile trading area) én 
Farm Population (within 15 miles)... . . - 10,0 
FAR M FA M | LI E S Midwest Farm Paper Subscribers ..... . 1,997 


Strong selling ammunition can be furnished your sales- 
men to show near-saturation coverage by Midwest Farm 


Papers in the home grounds of each of your local dealers. 


* shang Sh + feo te. WAS Is ey 
are Teer ee i 


veyi 


ae. 2 a 


_ -s 


Sr ee ee ee | 


frntnr =e ie hUt elUOF 


Tae at Pays ee tebea var ML, Se apg.) a RPE ta}, Pa MR SA iE R Che SR ee fhe he, Peay iy 4 eek 2 aaeiaan : cae ee. r lg) Eee ee i pris MMM Se Se ge NE Daa eR See ee Be owe “iy ee Prag Sele Ch, 
Me iyo tail ii : eye Ay ee Sencha Soe eee et ac Mee eae ea Mast. 6 3 Ae eg i atk ‘ae eit iy Re ph je Taal ers ad {: Fee hoe ie 4g oad : , 
i oy See Bie 7 ier lg Che baat ok a) cae agree Oe el gia ee Cie see ae a aa bar oP Wea ts Sea Mere sey eae eee : Sie: ? aor : ee eae ps, 
ee ae es eo a ee ee Sa esas ie ; ; ge Bh Pe ae A ae Sn ete eee Se Se eo eee a ee er 1 decile eat il Gee, he sgn Mee ah a 
ee Sa i E> cae ie” a OK age Fee i ee ee eee ae 
GE ES ae ee “ee aa ihe lige ot we i es - i ot a 3 Ke Sas 7 inte . f ‘ 3 3 ae 
« 
al 
— = a os 
: | ee 
* ; jE | Oite' 
=" ‘ok 
a  —- ne .or 
a tho me 
- ; forme 
a & Ass 
ite ’ mide 
ing 0 
ee a “= 
ee Fullei 
: Ful 
manu 
. m yin 
rr . = 
_ cuaent ; | 
oe handl 
a ae 
You may — ey 
oa M. 090.909 YA 
~— Xe : IO Of LO * Lod ° yy 
. 0 9» 9 OI oI oF EY 0 ok Ns 
"= ; ‘ Oe PPP Oe? «, i Coo % “Te 
Pi te: ee. ie : LO er eee \ 5 
E ee oe Nepean 5 LOAN 
. ah: / be, Bee te : “a - oa » ; 
” | a ‘es see ene @s POn oxen s 
oe . @ oe @ ts rt / ee) 2) ‘e ty 5 
oe a *” 4 PION Loe we? 
. meer as oh ae : 9 v / , “Ba “ii -) a 
s { 
a * e 5 
| ' a rts of 
‘ , a “ : JG ee Bs 
| 4 bys tem F 
: gee 
" fs se See ies. - ae nt ihn | 
‘. ee ee a ." Oe en hte: | a Fs 
: = ey a i 2 hee oe meee: = ¢ re uf ¢ ¥ ip ae 7 “ 
os. + a s * ‘ PAY "AAs & : os \ \ & 
. P| . Tee i 
: \ | 1 1 ee 
mth” — ot TT 1D 
; ; ; / yg aUEUR ee 
ise s i ., aie 1 le = 
vea* ; ! yy”. \ } TER ri 1 E O | 
5 | : Ne ons : Aeris cs } ce CEN e 3 y ‘ 
ee sa 1 a ie \ - - — 8. 
: 4 ane ee \\ : 
‘ hi : oe ao ~t } ’ “a, - x f 
: % ‘ p i ; \\ +t ‘te Ls 
gn Neat : ; \ all 9 eee a 
a pen ee et, Ss Y | / 3 \ ‘ ae = a _ 4a 2 Ny ‘] 
: oy re a ate — ane a 
. i ae Ce as ) fi ey cial 
“ —— a me ~ E50 a ) - ; n _#. ee, 7 og ie 
eo : ’ * oa = ee 
i : i SS) f ag a aa oo tae a ‘ S 
: 2 ; oe e " 4 ie : %, a 2 
oe : je : Se ee 
aoe . | . Baily A. te 
eee Te = ? Ph) SO Rete Teen 
ney : ne is, me ri Ca i ere ae “J 
- =. a | Co Re 
f “se ie . : gon fal CR DE RaTS 2 2 ‘ . iz uA “Y 4 pe fee tne »* S » 
; if % 18 a : : R . ? % ‘ a} ae : ne w pul 
ae -_ IN. woh iin, -\ \ kee a 
aa. . SE ees <5 epee AL , ~ \ gly RPS Se ee er ame 
Be a . TS a wie figs fu > ag tees ee coe es : aM 
ae re —. ne ‘oo ae a od oad. & ‘ 4 ’ AY 5 en ee a ae, ¥ +h ” ‘ 
ame ‘ . Se sia! sah i i; eee” 7 sh Ze oe ere a he Bay 
a. fs eS ee 7 Be é f ma . Ea re ts es Eee 
a (eee i Bi: G5, . he ‘ ? , : Wy ¥ d at? @ ¥ , ae 4 peck es:) 
ie oe es ee ee Ea ee oe 
Sf eae F a = ee ae eT ™ : ) . aa oh eS eee JC jg i 
er a : R) bs 2 ' i teat 2 a AN & ll al sted “i? Pe 
- * ee a ; ae f. pat 4 4 4 erg - ; 
muprae oae Y : ey ae z 
Ae - , 4 
= <m 
A i A og 
oa Po i he i ks 
ates 
i=) fii, : fi : : : 
FRA Me NESS ER Re See ee SO Reet eh AL Sig RTI tt ei it Seen ote ae SAN tg ROO aie: 


ser 
\icag 


reeOQ Orem 


Acvertising Age, March 7, 1949 


O 1o Changes Name 

tobert Otto & Co., Inc., inter- 
ne ional advertising, New York, is 
th >new name of the export agency 
fo°merly known as Robert Otto 


& Associates. The name has been | 
adelphia advertising agency. 


mide to conform with the open- 
ing of the agency’s office, Robert 
O:to-y Cia, in Buenos Aires. 


Fuller Appoints Tyson 


Fuller Co., Catasauqua, Pa., 
manufacturer of pneumatic con- 
yeying systems, has appointed O. 
Ss. Tyson & Co., New York, to 
handle its advertising. 


Weightman Names Van Horn 


Charles R. Van Horn, general 
passenger agent of Baltimore & 


Ohio Railroad, New York, has 
been elected chairman of the 
board of Weightman, Inc., Phil- 


Blank Joins Pathescope 


Gerald Blank, formerly with 
the New York Star, has been ap- 
pointed director of public rela- 
tions of Pathescope Productions, 
New York, producer of industrial 
and training films, film strips and 
television commercials. 


12 Basic Human 
Interests Called 
Key to Ad Success 


Cuicaco—The 12 basic human 
interests which are served by the 
modern newspaper are an equally 
useful guide for the advertising 
copywriter, C. Wendel Muench, 
president of the Chicago advertis- 
ing agency of that name, told the 
Commerce Club at the University 
|}of Illinois Tuesday. 
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The interests which he defined | publication in which they appear.” 


as “a part of your newspaper 


He added that newspapers “of- 


every day and a part of everyone’s |fer approximately 100% coverage 


daily life” are 


news, politics, | of prospects’”—greater coverage of 


sports, entertainment, church, ro- | family units than magazines or 
mance, home, clothes, food, chil-|radio—and that “as competitive 


dren and health. Quoting from 
studies of newspaper reading, Mr. 
Muench asserted that “greater ef- 
fectiveness in newspaper adver- 
tising can be accomplished by 
writing ads that relate their prod- 
ucts to the 12 basic family in- 
terests, and to do so as nearly as 
possible in the same format as the 


1] Your product can be sold NATIO 
... only if it is bought LOC 


Get LOCAL FARM IMPACT 
plus MASS FARM COVERAGE 


the MIDWEST UM WAY. 


Your product may be “sold nationally” but it is always bought 
locally. This is particularly true in the farm field where soil, weather, 
crop adaptability and market activity all combine to make farming 
the most local of all modern business operations. That’s why each 
Midwest Farm Paper is independently owned and individually edited 
to fit its own local farming conditions. Farmers know and depend 
on their local Midwest Farm Paper and on the products displayed 
in its pages. For increased sales where sales are really made—at 
the local level—use the Midwest Farm Paper Unit to do your selling. 
Buy all five papers in one package at a substantial saving. One 


order, one bill, one plate. 


CALL YOUR LOCAL MIDWEST OFFICE: Recent studies show outstand- 
ing readership preference. Get the facts. Representative will be 


glad to call. 


Midwest offices at: 250 Park Avenue, New York * 59 East Madison 
Street, Chicago * 542 New Center Building, Detroit * Russ Building, 
San Francisco * 645 South Flower Street, Los Angeles 


NEBRASKA FARMER + PRAIRIE FA 


NALLY 
ALLY! 


LOCAL 


Editor Tom Lead- 
ley born on Kansas 
farm. Graduated from 
Kansas State College 
in 1913 and immedi- 
ately joined Nebraska 
Farmer. Member and 
former president 
American Agricul- 
tural Editors’ Associ- 
ation. Owns Kansas 
farm. 


Editor Paul C. 
Johnson was raised on 
Minnesota livestock 
farm. Spent ten years 
as country newspaper 
editor. Taught agri- 
cultural journalism. 
Served as University 
of Minnesota Farm 
School editor. Joined 
Prairie Farmer,1947. 


« 


e : 

Editor Berry H. 
Akers was born on a 
Missouri farm. Spent 
early years in news- 
paper editorial work. 
Joined editorial staff 
of The Farmer in 
1916. Specializes in 
legislative and govern- 
mental actions affect- 
ing agriculture. 


Editor Donald R. 
Murphy has served on 
editorial staff since 
1919. Started Wallace- 
Homestead Poll, lead- 
er in estimating farm 
opinion on current 
issues. Chairman of 
the AgriculturalCom- 
mittee of the National 
Planning Ass'n. 


Editor C. L. (Cy) 
Moffit was born on a 
dairy farm and has 
broad experience in 
farming. Did post- 

raduate work at 

Jniversity of Wiscon- 
sin. Coordinates copy, 
writes farm stories, 
represents paper in 
State affairs. 


LOCAL EDITING! 
LOCAL READING! 


IMPACT! 


selling broadens, we will find the 
daily newspaper emerging with 
services and qualities that should 
cause an expanded use of news- 
paper advertising.” 


Improved ‘Smacks’ Bar 
Bows in Premium Test 


Kimbell Candy Co., Chicago, has 
started to test a consumer pre- 
mium deal for its larger, newly- 
wrapped Smacks chocolate-cover- 
ed coconut bar. The new wrapper 
for the nickel bar is designed in 
a cocoa brown with contrasting 
silver background. 

Following the test, Kimbell 
plans to use selective radio and 
newspaper copy in its 15-state 
midwestern marketing area. It 
also will promote a “family pack” 
of six candy bars and plans to in- 
troduce three new bars this spring. 
Deuss-Gordon Advertising Agen- 
cy, Chicago, handles the account. 
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EXPERIENCE © 


For the past ten years, 
KWK’s program depart- 
ment has been producing an 
average of 150 quarter hours 
per week. At the present time 
we are producing 160... 
and the average Hooperating 


of all these programs is 3.9. 


KWK 


has the talent and the know- 
how to build a program that 
will sell your product in 


St. Louis. 


PAUL H. RAYMER CO. 


Representative 
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IT’S MY NEW COMING 
OUT DRESS FATHER! 
I'M WEARING IT TO 


Norman W. Geare, president and 
senior partner in Geare-Marston, 
Inc., Philadelphia agency, is look- 
ing forward, quietly and con- 
fidently, to something his agency 


MY DEBUT eet sarees. 
IN PITTSBURGH ades of its ex- 


istence—a _ real 
“normal” busi- 
ness period. 

Back in 1928, 
Mr. Geare and 
Harold Marston, 
who hailed from 
England, hope- 
fully set up their 
own agency shop. 
They fully ex- 
pected to lose money during the 
first year of operation, and did. 
When the business crash came 
the following year, Geare-Marston 
had no backlog of agency work to 
use as a reserve. 


ON MARCH 27 IN 


Norman Geare 


EDITION oF THE 
PITTSBURGH POST-GAZETTE 


You Ought to Know e « Norman Geare 


By operating on a sound busi- 
ness basis, however, the agency 
squeezed through. In 1938, things 
began to look up. Shortly after- 
ward came the war, followed by 
the seller’s market. 


@ The seller’s market, Mr. Geare 
figures, is just about over, and 
for the first time in many years 
advertisers will have to become 
more aggressive and promotion 
minded. His agency is organized 
to help, efficiently and thoroughly, 
with that kind of merchandising 
and its first “normal” years may 
be just ahead. 

The Geare-Marston chief will 
tell you that men who have worked 
at sales promotion before enter- 
ing the agency field make much 
better advertising men because 
they~have learned one important 
objective—help the client sell his 
product. He got into advertising 


~ do 9 | times as many pages of advertising 
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\\ HARDWARE 
\ BEE) AGE 


only the very best buy. 


ANA 
tra 


tool. 


cities and towns. 
The 
bread 


Your best year-round 
salesman is Hardware 
e’s famous Merchan- 


when the buying deci- 
sions are made. 


ARD 


EAST 42nd STREE 


7 


$ appear exclusively in Hardware Age 


as in any other national hardware paper? a. 


RE AGE 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 


zs *. 
i ee * 


The answer is simple: Advertisers who can afford to use only 
one hardware paper squeeze their dollars even more firmly 
than those who can afford a larger schedule. They study 
every available fact and figure — determined to choose 


They see proof of strong reader interest in the fact 
that every single Hardware Age subscription is prepaid 
and wholly voluntary. They have observed, in trade 

contacts, that Hardware Age is really a trade working 


They note the amazing depth of Hardware Age 
penetration to the very grass roots of the market— 
with at least one retail subscriber in 8,536 different 


are impressed by the tremendous 
of coverage offered by Hardware Age's 
33,300 subscribers — the largest effective trade 
audience available to hardware advertisers. 
And they come to the conclusion that Hard- 
ware Age is beyond question — the main en- 
trance to the $2,500,000,000 hardware market. 
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himself that way, and figures js 
sales promotion background 0; 
invaluable aid. 

Mr. Geare likes to relate, ho y- 
ever, that he wasn’t cut out or 
advertising at all. His father, ay 
official of the Smithsonian n- 
stitution, Washington, wanted } m 
and his four brothers to beco ne 
engineers. One brother is an :n- 
gineer, another an architect. N »r. 
man Geare took up mining en :i- 
neering, but worked too hard at 
it, spending nighttime hours ip 
extra-curricular studies until he 
nearly ruined his eyesight. Dvc- 
tors ordered him to quit all stucy- 
ing for a period of one year. 


es Abandoning the textbooks, Mir. 
Geare joined the sales staff of 
the German Kali Works in Balti- 
more, which manufactured and 
sold potash. In 1913 he was trans- 
ferred to the company’s New York 
office, where he joined the sales 
promotion department. The com- 
pany was trying to sell farmers 
in this country on the need for 
a higher potash content in ferti- 
lizer, while fertilizer manufac- 
turers were trying just as hard 
to knock the theory down. Mr 
Geare soon was working on direct 
mail pieces, booklets, etc., pro- 
moting the idea. 

When the war broke out, he 
moved to Philadelphia, joining 
Eugene McGuckin Co. as a copy- 
writer. The agency was serving 
International Correspondence 
Schools, Devoe & Raynolds, Alpha 
Cement and other large accounts 
The new copywriter, working in 
his steady, efficient manner, soon 
was placed in charge of all crea- 
tive work for the agency. Later 
he became vice-president in charge 
of contact work, remaining with 
this agency until he met Mr 
Marston. 

Mr. Geare has only one serious 
complaint about his friendly com- 
petitors in the agency field. The) 
persist in painting him and his 
agency as specialists in industria! 
advertising. He admits, of course, 
that Geare-Marston has some ver) 
fine industrial accounts. But most 
of the accounts, he insists, are not 
strictly industrial; they are con- 
sumer accounts which have bene- 
fitted from his and his agency’s ex- 
tensive experience in merchandis- 
ing. 


# His emphasis on experience was 
applied to his own daughter, who 
wanted to plunge into agency work 
as soon as she got her college 
diploma. He said she must [first 
get a job selling something—any- 
thing—behind a counter; then ad- 
vance in the sales department and 
learn as much as possible about 
actual merchandising. After that, 
she might start learning the agen- 
cy business. 

During the past 20 “abnormal” 
years, while Geare-Marston has 
been reaching its present agency 
stature, many changes have been 
effected in the attitude of top man- 
agement toward advertising «nd 
public relations, Mr. Geare 0b- 
serves. The outstanding reason fo! 
this, he says, is the fact that m ny 
of the men in top management to- 
day actually moved up through the 
sales departments and learned the 
value of advertising the hard v ay 

If the Geare agency believes «1! 
the potential sales are there ' 
will go to almost any extrem: t° 
convince a client that he she il¢ 
continue advertising on a le 
scale, regardless of the gen“ 
business situation. And Mr. Ge 17 
also believes that its revenue f) »™ 
accounts, with the exception « 4 
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rcasonable profit, should be put 
bck into work for those accounts. 
C omsequently, the agency has ex- 
p.nded its services and has set up 
a large public relations department 
for its clients’ use. 


» Mr. Geare also built a special 
projection room in the Stephen 
Cirard building, where the agen- 
cy’s offices are located, in which 
he can show clients or agency 
personnel sales promotion films 
or slides for clients’ sales depart- 
ments. Geare-Marston owns its own 
record cutting machine, using it to 
make test records of radio copy 
for prospective use. Video com- 
mercials also can be shown the 
client in the special projection 
room, before they are actually tele- 
cast. 

Mr. Geare, tall, slim and gray- 
ing, takes obvious pride in the 
fact that many of the agency’s 
clients are now old friends, some 
accounts having been with the 
agency for 17 years and still ad- 
vertising actively. He credits close 
agency coordination with setting 
this record. 

G-M account executives main- 
tain close contact with all ac- 
counts, but the agency hasn’t 
found it necessary to assign any 
men to spend their full time with 
any customer. For one reason, Mr. 
Geare believes, it is important to 
the client that a certain outside 
viewpoint be maintained in plan- 
ning forthcoming ad campaigns. 
The account men he depends most 
upon are service men who have 
learned two basic rules in dealing 
with clients: 


s 1. It is their responsibility to 
know all the problems the adver- 
tiser faces and to be able to in- 
terpret those problems intelligently 
to the agency organization, which 
acts as a team in helping work 
them out. 

2. It is also their responsibility 
to see that the client gets all the 
service he requires, and all the 
services the agency is equipped to 
supply. 

It’s as simple as that, in Mr. 
Geare’s book. The agency tries to 
discover what the client wants and 
needs, then tries to supply those 
services without fanfare. 


Announce Winners 
in Pacific Coast 
Ad Art Competition 


Los ANGELES—The Los Angeles 
Art Directors Club has announced 
the winners of four major medals 
in its fourth annual West Coast Ex- 
hibition of Advertising Art, as 
vell as winners of 16 certificate 
‘wards in various classifications 
irom publication to direct mail art 
work. 

The four principal medal win- 
ners include: For photograph, John 
Engstead, artist; Nick Silva, art di- 
ector; Cobblers, Inc., client; Ab- 
ott Kimball Co., agency. For 
lrawing or painting: James Han- 
en, artist; Dillon Lauritzen, art 
‘rector; Westways, client. For best 
esign of complete unit, Saul 

ass, artist and art director; Arts 

Architecture, client. The George 
.leiser medal: John Maximus, 
rtist; Robert Wheeler, art direc- 
or; Hunt Foods, Inc., client; 
Young & Rubicam, agency. 

The exhibition, including 300 
lrawings, paintings, photographs 
ind designs planned and executed 
mn the West Coast, will be open to 
-he public through March 16 at 
the Associated American Artists 
yalleries in Beverly Hills. 


SBS Acquires KQW 

Columbia Broadcasting System 
‘as acquired all the stock of Pa- 
ifie Agricultural Foundation, Ltd., 
‘wner of KQW and KQW-FYM, San 
rancisco. The acquisition of the 
000 watt station gives CBS seven 
wned and operated AM< stations. 


Bullis’' Human Relations 
Ideas Put into GM Booklet 


General Mills, Minneapolis, has 
prepared in booklet form “The 
Challenge of Human Relations,” 
an address delivered by Harry A. 
Bullis, chairman of the board, be- 
fore the Congress of American In- 
dustry. Mr. Bullis tells how man- 
agement should adapt itself to the 
wants of the employes in order 
to receive their respect and cooper- 
ation. Copies of the booklet may 
be obtained upon request from 
General Mills. 


KSFO, KPIX Name Stern 


Ellen Stern has been named pro- 
motion manager of KSFO and 
KPIX, television station, San Fran- 
cisco, succeeding Dick Kelly. who 
has taken a position with the 
University of California. Miss 
Stern was formerly Mr. Kelly’s 
assistant. 


Named Eastern Ad Manager 
Robert F. MacLeod, of the ad- 
vertising staff, has been appointed 
eastern advertising manager of 
Town & Country, New York. 


Bowlzer Appointed A. M. 


A. R. Bowlzer, formerly sales 
promotion manager of B. F. Good- 
rich Co., Akron, has been ap- 
pointed advertising manager of 
the New Idea division of Avco 
Mfg. Corp., Coldwater, O. 


Mart Appoints Johnson 


Robert B. Johnson, formerly di- 
rector of public relations of Mar- 
shall Field & Co., Chicago, has 
been appointed sales promotion 
manager of the Merchandise Mart, 
Chicago. 


21 


‘Hardware World’ Moves 


Hardware World has moved its 
Chicago office to 30 N. Dearborn 
St. 


Re Ks HEAR, 
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is your point-of-purchase advertising 


1. This richly printed RCA Mystik plaque blends with the finest store interior. 
2. Brilliant colors and die-cutting make this Bireley's Mystik sign a stopper. 
3. Footprints of Mystik on the floor lead prospects to the Universal Range. 
4. Mystik pieces bound in book form are a convenience for sales people — 


as with these Mystik Chek-Tabs for Sinclair. 


FREE—Write for MYSTIK samples. Also idea book on cardboard displays of 
all kinds and complete range of services offered by an organization 
geared to handle your entire point-of-sale advertising job from 


creation to distribution. 45 years experience. 


CHICAGO SHOW PRINTING COMPANY 


Musti 


Here’s the answer to the problem of wasted displays. 
*MYSTIK is the famous, patented printing material with the 
self-adhesive back . . . can be printed or lithographed in 
colors, die-cut to all shapes. MYSTIK gets your 

point-of- purchase message up because MYSTIK is easier to 
put up. Just press your Self-Stik mysTIK sign in place. 

No tacks, no glue, no moistening. 


Out front 7 (or out in back?) 


als 
. 4 \g 


GETS IT UP! 


And mysTIK stays up longer. More displays up longer gives 
you more advertising for your money . . . cuts waste, 


2639 N. KILDARE + CHICAGO 39 © In New York: 1775 Broadway * Offices in all other principal cities 
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Bell & Howell Buys Kryptar 


Bell & Howell, Chicago, manu- 
facturer of motion picture equip- 
ment, has purchased the principal 
assets of Kryptar Corp., Rochester, 
N. Y., film manufacturer. Kryptar 
patents, trade name, records and 
other intangible assets were in- 
cluded in the purchase price 
($325,000), though B&H does not 
intend to make further use of the 
Kryptar trade name. 


remember 


Business 


414 Advertisers 
Join in ‘BH&G’ 


St. Paul Tie-in 


Golden Rule Store’s 
‘At Home’ Features 
76 Demonstrations 


Golden Rule’s store. Seventy-six 
companies used demonstrators. 
So successful was the promotion 


—doubling and tripling store traf- | 
fic from day to day, and in some)! 
cases doubling department sales) 


—that BH&G very likely will at- 
tempt to duplicate it in many 
other cities. It is understood that 
seven cities have been scheduled 
for the next such events and that 
Allied Stores Corp. (Golden Rule 
is an affiliate) has put in a strong 
bid for its stores as beneficiaries. 
Almost certainly it will be re- 


St. Paut—Better Homes & Gar- peated here in ’50. 


dens, which long has developed 
store tie-ins and other merchan- 


ws The experiment on such a large 


dising promotions as a service for scale was undertaken in part to 


its advertisers, has just about out- 


done itself, 


|boost store and national brand 


sales. But it amounted to much 


In the last week of February, | more. 


joining with the Golden Rule de- 


The promotion was first con- 


partment store here, BH&G put ceived in November by Charles 


on the biggest merchandising pro- Alexander, 


Golden Rule’s divi- 


motion of this type ever attempted sional merchandise manager, and 
in the U. S. No less than 414 na- BH&G representatives. That was 
tional advertisers joined in what .when business was in a slump. 
was called “At Home Week” at They wanted to put a real fire- 
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No. 16 PLAIN 


"HORSE SENSE" 
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Play Safe-Be Neither too late 
nor in Error—Advertise in 


Giilometive DIGEST 


First in €® circulation - - First in readership 
First in reader response 


Over 100,000 Paid Circulation---Largest in the Industry 
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INCINNATI, 


Better Homes & Gardens Magazine 


-and The Golden Rule celebrate 
Minnesota's Centennial with an ¢ ,; 


Something exciting to see every minute of every day-ALL WEEK LONG! 
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BIGGEST SHOW-—This page in the St. Paul Pioneer Press kicked off a precedent- 

shattering brand merchandising promotion in St. Paul’s Golden Rule department 

store, worked up by Better Homes & Gardens. More than 400 advertisers par- 
ticipated, 70-odd giving demonstrations. 


cracker under the customer. 

The public first got an inkling 
about it last month as radio spots 
and newspaper ads opened a teaser 
campaign. These were followed 
with a full page in the St. Paul 
Pioneer Press Feb. 20, the day be- 
fore the home furnishings event 
began. Then, during “At Home 
Week,” there was a barrage of 
newspaper ads, featuring the mag- 
azine’s logotype, plus radio an- 
nouncements; a 30-minute show on 
WMIN;; 40,000 inserts in the store’s 
customer mailings; letters to local 
advertisers, agencies, home econo- 
mists, home builders, etc.; window 
displays; tea room menus featur- 
ing BH&G meal suggestions, etc. 
Also, as ads proclaimed, there were 
plenty of door prizes, many dem- 


onstrations of products and serv- 
ices, and the magazine’s widely- 
shown model home exhibit inside 
the Golden Rule store. 

BH&G executives look on the 
show as an exceptional means of 
giving the buying public not only 
special service but a good idea 
of what brand-name advertised 
merchandise is. 

Manufacturers reportedly clam- 
ored to get in on the event. In 
fact, other St. Paul stores also 
tried to cash in on it. Many dis- 
played “As advertised in BH&G” 
cards in their windows; practically 
all shopped Golden Rule like mad 
during the week, contributing sub- 
stantially toward building the 
store’s traffic. 

BH&G made a 1,500’ film (from 
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a prepared script) at the store. It 
w ll use this in coming months to 
si ow to advertisers and agencies. 
Tine magazine’s representatives 
aso put on aé cooking school, 
c-corating forum, kitchen plan- 
pn ng forum and showed a “$75,000 
Sarra-produced” film called “Story 
of a House.” 


s Store officials said advertisers 
who put on demonstrations sold 
most during the week-long event. 
Although sales went up in most 
departments, they fell somewhat 
in a few. Philip J. Troy, president 
of Golden Rule, said the store 
definitely had profited sales-wise 
and in good will. He said such a 
large-scale promotion should 
greatly benefit other stores. 


Rental, Production 
Activities of Bell 
Television Expand 


New YorK—Bell Television, 
which has made quite a business 
out of renting TV sets to clients 
ranging from Hoagy Carmichael 
to the Longines-Wittnauer Watch 
Co., hopes to expand its opera- 
tions to several other cities soon. 

The company has installed 1,000 
receivers in bars, restaurants and 
hotels in New York, Hartford, Los 
Angeles and Pittsburgh. This fig- 
ure does not include rentals for 
special occasions such as Mr. Car- 
michael’s recent visit to New 
York or Longines’ sales meeting. 
Of the sets placed by Bell, about 
500 are on rental. The others were 
sold outright. 


to enter next are Syracuse, 

Rochester, Atlanta and Miami. 
Originally set up to handle 

commercial sets of other manufac- 


turers, Bell for the past year has |@ 
been making a limited number of |§ 


commercial sets with 15” and 20” 
screens, and now is eyeing the 
home set market. 

Two models—15” screen at $1,- 
095 and 20” screen at $1,695—are 
now available. Bell will introduce 
a third one, another 15” set to re- 
tail at $795, by April 1. 

Martin Sugar, president of the| 
company, hopes this year to double 
last year’s gross of $220,000. Ten- 
tative advertising budget for 1949, | 
according to Lee Bunting, treas- | 
urer, has been set at $80,000, most 
of which will go into beverage 
publications and direct mail. Irv- 
ing Davis Co. handles this account. 


Forman, Ford Maps Spring 
Drive for Grade 1 Paint 
A spring drive is planned by 


Names Van Diver & Carlyle 

Van Diver & Carlyle, New York, 
has been named to direct the ad- 
vertising of Video Varieties Corp.,| 
New York, television film pro- 
ducer. Newspapers and trade pub- 
lications will be used. 


Cocktield, Brown Names Two 


Cockfield, Brown & Co., To- 
ronto, has named Murray Turner 


vice-president in charge of the 


agency’s Winnipeg operations, and | formerly 
Peter M. Downes vice-president. 
in charge of Vancouver operations. | 


Argos Appoints Roberts 


W. Stanley Roberts, former ad- 
vertising representative for news- 


papers in the Albany, N. Y., area, | 


has been named vice-president 
and account executive of Argos 
Associates, Inc., Albany adver- 
tising and public relations organ- 
ization. 


Malcolm Agency Moves 


Malcolm Advertising, New York, 
located on University 
Pl., has moved its office to 120 
W. 42nd St. 


Howard Elected President 


Alfred C. Howard, executive 
| vice-president, has been elected 
president and general manager of 


office equipment and supplies. He 
succeeds the late J. S. Sprott. 


Robinson Joins Ad Bureau 


Bruce Robinson, formerly mer- 
chandising manager in the Twin 
Cities area for This Week Maga- 
zine, has joined the national sales 
staff of the Bureau of Advertising, 
ANPA, New York. 


Globe-Wernicke Co., Norwood, O., | 


Clairol Names Chernow 

Clairol, Inc., New York, hair 
coloring and preparations, has ap- 
pointed Chernow Co., New York, 
to handle its advertising. 


—— BURBANK CALIF. —— 


POPULATION 80,458 
Can Give You Color 
IN ITS ONLY 
DAILY NEWSPAPER 


BURBANK DAILY REVIEW 
Burbank’s Only Daily Newspaper 


Est. 1908 


~ 
. 


AKRON, Ohio 


ALBANY, New York 


ATLANTA, Georgia 


BALTIMORE, Maryland 


BETHLEHEM, Pennsylvania 


BUFFALO, New York 


CEDAR RAPIDS, lowa 


Forman, Ford & Co., paint and | 
lass manufacturer, to promote its 
ew Grade 1 paint, an exclusive | 
‘ine classified under recommenda- | 
ions of the U. S. Department of | 
\griculture. The campaign will | 
nelude a full schedule in farm | 
apers, newspapers and radio as 
ell as a comprehensive dealer 
operative plan and point of 
irchase display program. 
The company has appointed Er-| 
in, Wasey & Co. of Minnesota, | 
inneapolis, to handle its adver- 
ing. The agency will plan an 
tensive advertising campaign at 
later date on the company’s other 
oducts, including Forma-Cote, 
0of-Dres, Formanite and Turp-| 
in, 


“ree & Peters Signs | 
‘th Video Station 


KRON-TV, the San Francisco | 
hronicle station, has named Free 
Peters as its national sales rep- 
‘sentative. The station is due on | 
ie air early this summer. Other 
V stations represented by Free 
_ Peters: WAAM, Baltimore; 
/BAP-TV, Ft. Worth; WAVE-TV, 
ouisville; WTCN-TV, Minneapo- 
s-St. Paul; WPIX, New York, | 
id KSD-TV, St. Louis. 

In addition, it was announced 
at Lloyd Griffin, head of the 
' presentative’s Chicago office, has 
S-come a stockholder in the firm. | 


CHICAGO, Illinois 


Bermingham & Prosser Co. 
J. W. Butler Paper Co. 
Bradner Smith & Co. 

The Whitaker Paper Co. 


CINCINNATI, Ohio 


The Diem & Wing Paper Co. 
The Whitaker Paper Co. 


CLEVELAND, Ohio 


The Alling & Cory Co. 
The Central Ohio Paper Co. 
The Union Paper & Twine Co. 


COLUMBUS, Ohio 


The Central Ohio Paper Co. 


CORPUS CHRISTI, Texas 


Graham Paper Co. 


DALLAS, Texas 


Southwestern Paper Co. of Dallas 
Graham Paper Co. 


DAYTON, Ohio 


The Central Ohio Paper Co. 


DENVER, Colorado 


Butler Paper Co. 


. ure : 


sone 
Coexcecoweacwp 
Si capadiek & aepec tess) Lamiearts 


The Central Ohio Paper Co. 
The Union Paper & Twine Co. 


W. H. Smith Paper Corporation 
ALBUQUERQUE, New Mexico 
Butler Paper Co. 


The Whitaker Paper Co. 


The Mudge Paper Co. 
The Whitaker Paper Co. 


Wilcox-Walter-Furlong Co. 


The Alling & Cory Co. 
Franklin-Cowan Paper Co. 
The Union Paper & Twine Co. 


J. W. Butler Paper Co. 
CHARLOTTE, North Carolina 
Caskie Paper Co. 
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PRODUCTION GLOSS 
MODERN GLOSS 


. Recommended and Sold by 


DES MOINES, lowa 
Pratt Paper Co. 
Western Newspaper Union 
DETROIT, Michigan 
Butler Paper Co. 
The Union Paper & Twine Co. 
DULUTH, Minnesota 
John Boshart Paper Co. 
EL PASO, Texas 
Graham Paper Co. 
ERIE, Pennsylvania 
Daka Paper Co. 
EVANSVILLE, Indiana 
Butler Paper Co. 
FARGO, North Dakota 
Western Newspaper Union 
FORT WAYNE, Indiana 
Butler Paper Co., Inc. 
FORT WORTH, Texas 
Southwestern Paper Co. 
of Fort Worth 
GRAND RAPIDS, Michigan 
Central Michigan Paper Co. 
HOUSTON, Texas 
Graham Paper Co. 
Southwestern Paper Co. 
INDIANAPOLIS, Indiana 
Century Paper Co. 
KALAMAZOO, Michigan 
Bermingham & Prosser Co. 
KANSAS CITY, Missouri 
Bermingham & Prosser Co. 
Butler Paper Co. 
LINCOLN, Nebraska 
Western Newspaper Union 
LITTLE ROCK, Arkansas 
Western Newspaper Union 
LONG BEACH, California 
Sierra Paper Co. 
LOS ANGELES, California 
Carpenter Paper Co. 
Sierra Paper Co. 
LOUISVILLE, Kentucky 
Graham Paper Co. 
LYNCHBURG, Virginia 
Caskie Paper Co., Inc. 


, Inc. 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


MEMPHIS, Tennessee 
Graham Paper Co. 
MILWAUKEE, Wisconsin 
Oshkosh Paper Co. 
Standard Paper Co. 
MINNEAPOLIS, Minnesota 
Butler Paper Co. 
Newhouse Paper Co. 
The Paper Supply Co., Inc. 
MOLINE, Illinois 
Newhouse Paper Co. 
NASHVILLE, Tennessee 
Graham Paper Co. 
NEW ORLEANS, Louisiana 
Butler Paper Co. 
Graham Paper Co. 
NEW YORK, New York 
Henry Lindenmeyr & Sons 
Majestic Paper Corp. 
Marquardt & Co., Inc. 
The Whitaker Paper Co. 
OAKLAND, California 
Pacific Coast Paper Co. 
OKLAHOMA CITY, Oklahoma 
Graham Paper Co. 
Western Newspaper Union 
OMAHA, Nebraska 
Western Paper Co. 
OSHKOSH, Wisconsin 
Oshkosh Paper Co. 
PHILADELPHIA, Pennsylvania 
Quaker City Paper Co., Inc. 
Wilcox-Walter-Furlong Co. 
PHOENIX, Arizona 
Graham Paper Co. 
PITTSBURGH, Fennsylvania 
The Alling & Cory Co. 
The Whitaker Paper Co. 
PORTLAND, Oregon 
Blake, Moffitt & Towne 
PUEBLO, Colorado 
Butler Paper Co. 
QUINCY, Illinois 
Irwin Paper Co. 


Five Modern Millis 


a Fine Printing Starts with Fine Coated Paper 


The flawless enamel surfaces of Consolidated Coated Papers reproduce 
the most difficult photographs so realistically that one actually “sees” the 


Although priced in the range of uncoated stocks, Consolidated Coated meets, or 
exceeds, every test by which fine coated papers are judged. Manufactured in weights i} 
down to 45 pounds, Consolidated Coated Papers fill the requirements for an extremely 


. Consolidated Coated’ 


Cities which the company plans x, 


ROCHESTER, New York 


ST. LOUIS, Missouri 
ST. PAUL, Minnesota 


SACRAMENTO, California 
SALT LAKE CITY, Utah 
SAN ANTONIO, Texas 
SAN DIEGO, California 


SAN FRANCISCO, California 
SEATTLE, Washington 


SHREVEPORT, Louisiana 
SIOUX CITY, lowa 
SPOKANE, Washington 
TERRE HAUTE, Indiana 
TOLEDO, Ohio 


Paper Merchants, Incorporated 
TUCSON, Arizona 
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The Alling & Cory Co. 


Butler Paper Co. 
Graham Paper Co. 


Anchor Paper Co. 
Newhouse Paper Co. 


Pacific Coast Paper Co. 
Carpenter Paper Co. 
Graham Paper Co. 
Sierra Paper Co. 


Carpenter Paper Co. 
Pacific Coast Paper Co. 


Carter, Rice & Co. of Wash. 
West Coast Paper Co. 


Western Newspaper Union 
Western Newspaper Union 
Blake, Moffitt & Towne 


Mid-States Paper Co., Inc. 


Graham Paper Co. 


TULSA, Oklahoma 


Beene Paper Co. 


WASHINGTON, D. C. 


R. P. Andrews Paper Co. 
The Mudge Paper Co. 


WICHITA, Kansas 


Butler Paper Co. 
Graham Paper Co. 


YORK, Pennsylvania 


The Mudge Paper Co. 


* Reg. U. S. Pat. Off. 


- CONSOLIDATED WATER POWER & PAPER COMPANY 


SALES OFFICES 


135 SO. LA SALLE ST., CHICAGO 3 
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Use of Advertising Figures 
in New Child Care Pamphlet 


WasnHincton—Children’s Bureau 
of Federal Security Agency tells 
parents that children of 6 to 12 
shou'd learn how to handle money. 
It recommends a weekly cash 
allowance, and suggests that girls 
of 10 to 12 shop with mother, and 
read mail order catalogs and news- 
paper ads—as a basis for learning 
comparative values and prices. 

Latest in a series of “best sellers” 


By STANLEY E. COHEN, Washington Editor 


on child care, “Your Child From 6 
to 12” deals with books, play, 
personal habits, health, fears, sex 
attitudes and hobbies of an age 
group which includes 16,000,000 
youngsters—a third of the na- 
tion’s children. Eventually its sales 
(20¢ from the Superintendent of 
Documents), may rival its famous 
predecessor, “Infant Care,” now in 
its 24th million. 

Children’s Bureau warns that 
radio listening may keep the 
child from active outdoor play, 


and over-stimulate his emotions. 
It fears “extravagant claims” of 
advertisers may develop “a skep- 
tical attitude” among “more in- 
telligent children” or “an immense 
amount of misinformation” among 
the “less thoughtful.” 
aan 

Movie moguls have another 
good reason to regret that they 
dragged the Justice Department to 
the Supreme Court in a desperate 
effort to beat anti-trust action 
against “block booking.” The mov- 
ie moguls lost, and now the Fed- 
eral Communications Commission 
reports it is considering whether 
corporations which have come out 
on the short end -of Supreme 
Court anti-trust rulings are “qual- 
ified” for radio. FCC doesn’t in- 
vent these issues. There’s plenty 


of pressure to keep “monopolists” 
out of television. 
ses 

FCC, incidentally, would like to 
make some fresh investigations of 
radio’s business affairs. It has been 
more than a decade since the com- 
mission started the famous studies 
which led in 1941 to network 
option time rules, and limitations 
on the number of stations which a 
single individual may own. With 
a little congressional coaxing, the 
commission would open fresh in- 
vestigations into the relationships 
of networks and talent bureaus 
and recording companies. The 
commission might also examine the 
impact of its network rules on FM 
and television. 

gee 

The uncertain business situation 

is a big weapon in the hands of 


own 


paper, 


more). 


EVENING STAR 


THE 


record-breaking 


highest paper) ; 


BROADCASTING COMPANY 


HE STAR carried 33,085,982 lines of adver- 
tising in 1948, 419 more than the second 


Washington paper, 10% more than the Star’s 


1947 total. The four 


Washington papers combined gained a total of 
5.056.364 lines in 1948; the Star garnered 59% 
of this increase, 9 times as much as the second 


2.8 times as much as the third paper. 


The Star led all other Washington papers in 


retail display lineage (37°7 more than the next 


in general display (20‘¢ more) : 


in automotive display (35. more); in financial 


display (21‘+ more); and in classified (67% 


OWNS 


AND 


Nothing Covers Washington Like The Star 


Year after ‘year The Star continues to maintain 


its dominance in the Washington market with 


national and local advertisers. 


When you have 


something to sell in the Nation’s Capital re- 


member . 


The Star. 


. . Nothing Covers Washington Like 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. i2nd St., 


NYC 17: 


The John E. Lutz Co., Tribune Tower, Chicago 11. 


Member: Bureau of Advertising ANPA, Metropolitan Group, 
American Newspaper Advertising Network, Inc. 


OPERATES STATIONS WMAL, WMAL-FM, AND WMAL-TV 


anti-administration forces. Co - 
gressmen find it a compelli ig 
argument against higher tax s. 
price controls and other unpleasa 1} 
“anti-inflation” proposals. It is 
being used in the fight agai st 
a higher minimum wage, and w |) 
probably be used in the fight 
against $253,000,000 of postae 
rate increases. On the other hand, 
the sword has two edges. Admi- 
istration forces argue that th: ir 
public housing and public power 
programs are just what the doctor 
ordered for periods of recession 


For a good barometer of e))- 
ployment conditions, watch for tie 
Census Bureau’s monthly “Labor 
Force” report covering the period 
ending March 15. Reports cover- 
ing January and February show 
unemployment slightly over last 
year, but January and February 
are slack months in construction, 
agriculture and a number of other 
fields. Unless business really is 
sour, unemployment should be 
lower in the March report.. 
available at the end of the month. 


A two-year moratorium on bas- 
ing point prosecutions, except con- 
spiracy cases, and cases already 
under way, has been approved by 
the House judiciary committee 
The situation presents utter con- 
fusion on the Senate side, where 
basing point legislation has been 
handled by the interstate com- 
merce committee, first under Sen 
Homer Capehart (R., Ind.), and 
later under Sen. Ed Johnson (D., 
Colo.). Last week, Johnson agreed 
to relinquish the subject to Sen 
Pat McCarran’s (D., Nev.) judi- 
ciary committee, where it will be 
handled by entirely new—and pre- 
sumably uninformed—perscnnel. 


The administration’s housing 
bill, approved by the Senate bank- 
ing committee, covers slum clear- 
ance, public housing—and a 1950 
census of housing. 


Civil Aeronautics Board is ex- 
amining widely varying mail pay 
needs of the “Big Four” airlines 
—American, Eastern, United and 
TWA. The board suspects man- 
agement inefficiencies, but will 
also look into route patterns. Most 
of the 18 scheduled lines are 
covering expenses, thanks to in- 
creased mail pay. But CAB thinks 
operating costs could be cut by 
sharing ground and sales facilities 
It is also considering whether 
Western Airlines and Northeast 
Airlines should be continued. Th 
charge that mail pay is used as @ 
subsidy for airlines embarrasses 
CAB. A special study of the actual 
cost of handling mail is being con- 
ducted with a view toward estab- 
lishing the actual amount of svb- 
sidy which mail users have bee! 
forced to absorb. 

ae 68 

Agriculture Department is a s0 
having its say about transpor a- 
tion costs. Its i0-man travel « d- 
visory committee is demand 1 
that the department conduct sp:c- 
ial studies mapping the impact of 
higher freight rates on the v)!- 
ume of traffic moving by rail «14 
truck. To be financed from ‘‘¢ 
ample funds available under ‘1° 
research and marketing act, *1¢ 
study would concentrate parti: \- 
larly on railway and express ra °s 
with a view toward estimating ‘ \* 
amounts of business diverted ‘ 
trucks and other forms of tra’ > 
portation. 

gee 

Clean-up of tube count clai * 
in ads for radio sets represent: 
substantial victory for propone! * 
of Federal Trade Commissio: § 
trade practice conference approa 
to “bad business habits.” In a litt 
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ss than two years, the commis- 

m gathered the overwhelming 
ajority of radio manufacturers 
nder a rule holding that rectifier 
‘tubes must not be advertised as 
art of the set’s tube capacity. 

Of 218 firms contacted, 163 
greed voluntarily to abide by the 
ile; 42 were no longer in bus- 
1ess; eight signed agreements 
bandoning ads which the com- 
aission challenged. FTC was able 
o eonfine its punitive action 


against the five hold-outs. Cease 
ind desist orders have already | 
been issued against two; proceed- | 
ings are under way against two! 
others, and a complaint was is- 
sued against the final “hold-out” 


last week. 


Local FM Station 
Signs Food Chain 


NEENAH-MENASHA, Wis.—Sta- 
tion WNAM-FM has signed a 
contract with Krambo Food Stores 
to provide continuous music from 
9 a.m. to 5:30 p.m. daily in ten 
of the company’s supermarkets, lo- 
cated in Green Bay, Appleton, 
Neenah-Menasha, Oshkosh and 


WQXR Appoints Anderson 


Mary Rice Anderson, 


formerly 


| Day Appoints Round 


Names Stevenson & Scott 


Howard S. Round, formerly in Stevenson & Scott Ltd., Montreal 
|promotion manager of American) charge of drug products for Elling-| agency, has been named to direct chief of Al Paul Lefton Co., New 
| Legion Magazine, has been named|ton & Co., New York agency, has/the 
promotion director of WQXR, the| been 
New York Times station. She re-| Day 


named sales manager of 5/field division of 
Laboratories, Inc., Chicago, | Drill Co., Rock Island, Que. Full- named 


Kelley Appoints Carson 
John B. Carson, formerly copy 
Butter- | York, and Humbert & Jones, Ad- 


Twist vertising, New York, has been 
creative director of the 


advertising of the 
Union 


places Charles W. Christenberry | manufacturer of 5 Day deodorant | page ads in two colors are planned’ Hamilton, Ont., office of Russell 
Jr., who resigned to enter the tele- | pads and Quickie facial cleansing | for a list of industrial and business | T. Kelley Ltd. 


vision field. 


Gets Railroad Account 


Bangor & Aroostook Railroad | 


| pads. 
WGN Advances Guyan 


publications. 


Fergus Appointed V. P. 


George R. Guyan, a member of| Paul A. Fergus, an account ex-_| visual training programs for indus- 


Templeton Opens Branch 
Marshal Templeton, Inc., Detroit, 


Co., Bangor, Me., has placed its|the sales staff, has been appointed ecutive, has been named a vice- try, has opened a Chicago branch 
advertising with J. Robert Mendte,| western sales manager of Station |president of Carter, Jones & Taylor, | office, with Fred W. Grady, of the 
Inc., Philadelphia. 


WGN, Chicago. 


'South Bend, Ind., agency. 


Detroit office, in charge. 
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NEW Subscription Order Form... \ 


Please enter immediately my subscription to 


Advertising Age for 


[] One Year at $3.00 


[1] Two Years at $5.00 [| Three Years at $6.00 


or ZReasons 
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eastern regional sales manager. 


Gerber Appoints Blew 

John S. Blew, who for the past 
two years has had his own com-| 
mercial art studio in Portland, | 
Ore., has been named art director | 
of Jos. R. Gerber Co., Portland. 
He succeeds Henry Lee Jr., who 
has resigned to enter free lance | 
commercial advertising art work. 


Carey Advances Rogers 

Robert G. Rogers, assistant sales 
manager, has been named sales 
manager of Philip Carey Co., 
Montreal, manufacturer of asbes- 
‘os and asphalt products. He suc- 
ceeds E. W. Hammarstrom, who is 
returning to the American office of 
the company. 


Sylvania Appoints Hamann 


R. G. Hamann, former general 
ales manager of the electric 
haver division of Remington 
‘and Co., has been appointed man- 
ger of chain store sales for Syl- 
ania Electric Products, New 
‘ork. He is a former vice-presi- 
ent of White Rock Corp. 


dison Names Pearlmutter 


Morris Pearlmutter, formerly 
ead of the creative department 
f Olian Advertising Co., St. Louis, 
as been appointed to the newly 
reated position of director of ad-| 
ertising and promotion of Edison | 
srothers Stores, St. Louis. | 
"o Thomas & Delehanty 
Catalin Corp. of America, New | 
ork, has retained Thomas & Dele- | 
anty, New York, to direct the 
ivertising of its drink dispenser | 
vision. Trade publications will | 
e used. 


| 
| 


\ppoints Holley Agency | 
Murphy Door Bed Co, New) 
ork, has placed its advertising | 
I Robert Holley & Co., New| 
ork. | 


Albany, N. Y. 
Augusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho ° 
Boston, Mass. 
Buffalo, N. Y. ; 
Charlotte, N.C. . 


Chattanooga, Tenn. . 


Chicago, Il. 
Cincinnati, Ohio 


Cleveland, Ohio . 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. 
Hartford, Conn. . 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. 
Lincoln, Neb. . 
Little Rock, Ark. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. . . 
Milwaukee, Wis. 


Minneapolis, Minn. 


Nashville, Tenn. . 


New Haven, Conn. 


W. H. Smith Paper Corp. 
Carter, Rice & Co. Corp. 

, The Mudge Paper Co. 
. Wileox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Franklin-Cowan Paper Co. 
Caskie Paper Co., Ine. 
Bond-Sanders Paper Co. 

. Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 

. The Cleveland Paper Co. 
Scioto Paper Co. 

Cincinnati Cordage Co. 

The Whitaker Paper Co. 

. Bermingham & Prosser Co. 
Chope Stevens Paper Co. 
Blake, Moffitt & Towne 
Green & Low Paper Co., Inc. 
MacCollum Paper Co. 
Jacksonville Paper Co. 

. Bermingham & Prosser Co. 

. Bermingham & Prosser Co. 

. Western Newspaper Union 

‘ Roach Paper Co. 
Blake, Moffitt & Towne 
Louisville Paper Co. 

Caskie Paper Co., Inc. 

i H. Robinson Co. 
Louisville Paper Co. 
Everglades Paper Co. 
-Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wileox-Mosher-Leffholm Co. 
Bond-Sanders Paper Co. 


Bulkley, Dunton & Co., Ine. 


([] Payment enclosed [] Bill me later [7] Bill my firm 

N Title P < 
omy hat’s 2. Oxford Papers Are x 
Firm eed as Handy as Your Phone ~ 
oui papers Oxford paper merchants make it they busi- ~ 

inting ness to meet your needs for Oxford papers’ > 
City Zone State nge of promptly from stocks in 64 principal jeifies 

2 from coast to coast. 3 
ADVERTISING AGE + 100 EAST OHIO STREET + CHICAGO 11, ILLINOIS) / 

2 “a ; tg Pe 
-APER MERCHANT IS A GOOD MAN TO KNOW — 


New York, N. Y. . . Baldwin Paper Co., Ine. 
Bulkley, Dunton & Co., Ine. 
Green & Low Paper Co., Ine. 

Miller & Wright Paper Co. 

The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

. Western Newspaper Union 

a at Atlantic Paper Co. 
Wilcox-Walter-Furlong Paper Co. 
‘ Blake, Moffitt & Towne 

General Paper Corp. 

. .€. H. Robinson Co. 

. Blake, Moffitt & Towne 

Carter, Rice & Co. Corp. 
Cauthorne Paper Co. 


Oakland, Calif. 
Omaha, Neb. : 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


Genesee Valley Paper Co. 
Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Shaughnessy-Kniep-Hawe Paper Co. 
Tobey Fine Papers, Ine. 
St. Paul, Minn. 
Salem, Ore. ; 
Salt Lake City, Utah 
San Diego, Calif. 
San Francisco, Calif. 
San Jose, Calif. 
Seattle, Wash. 
Sioux City, lowa . 
Spokane, Wash. 
Springfield, Mass. 


Inter-City Paper Co. 
Blake, Moffitt & Towne 
Western Newspaper Union 
Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Western Newspaper Union 
Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Mill Brand Papers, Inc. 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
Tampa Paper Co. 

Paper Merchants, Ine. 
Blake, Moffitt & Towne 
The Mudge Paper Co. 
Carter, Rice & Co. Corp. 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Tueson, Ariz. 
Washington, D. C. 
Worcester, Mass. 


OXFORD PAPER COMPANY, 230 PARK AVENUE, NEW YORK 17, N. Y. 
OXFORD MIAMI PAPER COMPANY, 35 EAST WACKER DRIVE, CHICAGO 1, ILL. 
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Use of Advertising Figures 
in New Child Care Pamphlet 


WasHincton—Children’s Bureau 
of Federal Security Agency tells 
parents that children of 6 to 12 
shou'd learn how to handle money. 
It recommends a weekly cash 
allowance, and suggests that girls 
of 10 to 12 shop with mother, and 
read mail order catalogs and news- 
paper ads—as a basis for learning 
comparative values and prices. 

Latest in a series of “best sellers” 


By STANLEY E. COHEN, Washington 


Caw 


on child care, “Your Child From 6 
to 12” deals with books, play, 
personal habits, health, fears, sex 
attitudes and hobbies of an age 
group which includes 16,000,000 
youngsters—a third of the na- 
tion’s children. Eventually its sales 
(20¢ from the Superintendent of 
Documents), may rival its famous 
predecessor, “Infant Care,” now in 
its 24th million. 

Children’s Bureau warns that 
radio listening may keep the 
child from active outdoor play, 


and over-stimulate his emotions. 
It fears “extravagant claims” of 
advertisers may develop “a skep- 
tical attitude” among “more in- 
telligent children” or “an immense 
amount of misinformation” among 
the “less thoughtful.” 
aes 

Movie moguls have another 
good reason to regret that they 
dragged the Justice Department to 
the Supreme Court in a desperate 
effort to beat anti-trust action 
against “block booking.” The mov- 
ie moguls lost, and now the Fed- 
eral Communications Commission 
reports it is considering whether 
corporations which have come out 
on the short end of Supreme 
Court anti-trust rulings are “qual- 
ified” for radio. FCC doesn’t in- 
vent these issues. There’s plenty 


of pressure to keep “monopolists” 
out of television. 
see 

FCC, incidentally, would like to 
make some fresh investigations of 
radio’s business affairs. It has been 
more than a decade since the com- 
mission started the famous studies 
which led in 1941 to network 
option time rules, and limitations 
on the number of stations which a 
single individual may own. With 
a little congressional coaxing, the 
commission would open fresh in- 
vestigations into the relationships 
of networks and talent bureaus 
and recording companies. The 
commission might also examine the 
impact of its network rules on FM 
and television. 

gee 

The uncertain business situation 

is a big weapon in the hands of 
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anti-administration forces. Co - 
gressmen find it a compelli ig 
argument against higher tax s. 
price controls and other unpleasa 1 
“anti-inflation” proposals. It is 
being used in the fight agai) st 
a higher minimum wage, and wy |] 
probably be used in the fight 
against $253,000,000 of postaxe 
rate increases. On the other hard, 
the sword has two edges. Admi»- 
istration forces argue that th: ir 
public housing and public power 
programs are just what the doctor 
ordered for periods of recession 


For a good barometer of e))- 
ployment conditions, watch for tie 
Census Bureau’s monthly “Labor 
Force” report covering the period 
ending March 15. Reports cover- 
ing January and February show 
unemployment slightly over last 
year, but January and February 
are slack months in construction, 
agriculture and a number of other 
fields. Unless business really is 
sour, unemployment should be 
lower in the March report... 
available at the end of the month. 


id 


FIRST CLASS 
Permit No. 95 
(Sec, 510 P. L. & R.) 
CHICAGO, ILL. 


S REPLY 


Necessary if Mailed in the United States 


CARD 


iseeanl 


* * raaangeaee™ 


Nothing Covers Washington Like The Star 


Year after ‘year The Star continues to maintain 


HE STAR carried 33.085.982 lines of adver- 


tising in 1948, 419 more than the second 


Washington paper, 10% more than the Star’s 


own 


record-breaking 


1947 total. The four 


Washington papers combined gained a total of 


5.056.364 lines in 1948; the Star garnered 59% 


of this increase. 9 times as much as the second 


paper, 2.8 times as much as the third paper. 


The Star led all other Washington papers in 


retail display lineage (377 more than the next 


highest paper ) ; 


in general display (20% more) ; 


in automotive display (35°. more); in financial 


display (21°) more): and in classified (67% 
pia) 


more}. 


THE EVENING STAR 


BROADCASTING COMPANY 


OWNS 


AND 


its dominance in the Washington market with 


national and local advertisers. 


When you have 


something to sell in the Nation’s Capital re- 


member . . . Nothing Covers Washington Like 


The Star. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17: The John E. Lutz Co., Tribune Tower, Chicago 11. 


Member: Bureau of Advertising ANPA, 


Metropolitan Group, 


American Newspaper Advertising Network, Inc. 


OPERATES STATIONS WMAL, 


WMAL-FM, 


AND WMAL-TV 


— POSTAGE WILL BE PAID BY — 
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ance, public housing—and a 1950 
census of housing. 
gee 


Civil Aeronautics Board is ex- 
amining widely varying mail pay 
needs of the “Big Four” airlines 
—American, Eastern, United and 
TWA. The board suspects man- 
agement inefficiencies, but will 
also look into route patterns. Most 
of the 18 scheduled lines are 
covering expenses, thanks to in- 
creased mail pay. But CAB thinks 
operating costs could be cut by 
sharing ground and sales facilities 
It is also considering whether 
Western Airlines and Northeast 
Airlines should be continued. The 
charge that mail pay is used as a 
subsidy for airlines embarrasses 
CAB. A special study of the actual 
cost of handling mail is being con- 
ducted with a view toward estab- 
lishing the actual amount of sub- 
sidy which mail users have beer 
forced to absorb. 

gee 

Agriculture Department is a s0 
having its say about transpor a- 
tion costs. Its 10-man travel : d- 
visory committee is demand ng 
that the department conduct sp«c- 
ial studies mapping the impact of 
higher freight rates on the v!- 
ume of traffic moving by rail «14 
truck. To be financed from ‘‘¢ 
ample funds available under | 1¢ 
research and marketing act, °1¢ 
study would concentrate parti: \- 
larly on railway and express ra °s 
with a view toward estimating ‘1° 
amounts of business diverted ‘0 
trucks and other forms of tra) s- 
portation. 


aes 
Clean-up of tube count clai > 
in ads for radio sets represent: 
substantial victory for propone! * 
of Federal Trade Commissio: 5 
trade practice conference approa: ? 
to “bad business habits.” In a litt © 
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ss than two years, the commis-|WQXR Appoints Anderson | Day Appoints Round Names Stevenson & Scott 


m gathered the overwhelming | Mary Rice Anderson, formerly} Howard S. Round, formerly in 
pajority of radio manufacturers | }omotion manager of American | charge of drug products for Elling-| agency, 
ider a rule holding that rectifier | Legion Magazine, has been named|ton & Co., New York agency, has|the advertising of the Butter- 
ibes must not be advertised as | promotion director of WQXR, the|been named sales manager of 5/field division of Union Twist 
, art of the set’s tube capacity. |New York Times station. She re- | Day Laboratories, Inc., Chicago, | Drill Co., Rock Island, Que. Full- 
Of 218 firms contacted, 163/|places Charles W. Christenberry |manufacturer of 5 Day deodorant} page ads in two colors are planned 
agreed voluntarily to abide by the Jr., who resigned to enter the tele-| pads and Quickie facial cleansing | for a list of industrial and business 
rile; 42 were no longer in bus- | Vision field. = publications. 
iness; eight signed te acs 
»pandoning ads which the com-|Gets Railroad Account WGN Advances Guyan Fergus Appointed V.P. 
rnission challenged. FTC was able Bangor & Aroostook Railroad | George R. Guyan, a member of Paul A. Fergus, an account ex- 
to confine its punitive action|Co., Bangor, Me., has placed its|the sales staff, has been appointed | ecutive, has been named a vice- 
against the five hold-outs. Cease | advertising with J. Robert Mendte,| western sales manager of Station | president of Carter, Jones & Taylor, 
and desist orders have already 'Inc., Philadelphia. 'WGN, Chicago. 'South Bend, Ind., agency. 


has been named to direct 


Stevenson & Scott Ltd., Montreal | 


25 


Kelley Appoints Carson 


John B. Carson, formerly copy 
chief of Al Paul Lefton Co., New 
York, and Humbert & Jones, Ad- 
vertising, New York, has been 
named creative director of the 
Hamilton, Ont., office of Russell 
T. Kelley Ltd. 


Templeton Opens Branch 


Marshal Templeton, Inc., Detroit, 
visual training programs for indus- 
try, has opened a Chicago branch 


office, with Fred W. Grady, of the 


Detroit office, in charge. 


been issued against two; proceed- 
ings are under way against two 
others, and a complaint was is- 
sued against the final “hold-out” 
last week. 


Local FM Station 
Signs Food Chain 


NEENAH-MENASHA, Wis.—Sta- hs 
tion WNAM-FM has signed a ’ 
contract with Krambo Food Stores fs 
to provide continuous music from 
9 a.m. to 5:30 p.m. daily in ten , 
of the company’s supermarkets, lo- ; 
cated in Green Bay, Appleton, 
Neenah-Menasha, Oshkosh and 4 

: 


Fond du Lac, Wis. 

The new contract, together with | 
nightly dinner music for a hotel | f 
account and locally sponsored | ' 
sports broadcasts, make the sta- | i 
tion one of the few FM outlets! 
in the nation with a fully- sold | 
daily commercial log. } 

é 
¥e 
# 


WNAM and WNAM-FM will op- 
erate as independently pro-| 
grammed stations. Under the con- 
tract, negotiated by Fred Sample, 
sales manager for the _ stations, | 
WNAM-FM will present station 
break announcements beamed at. 


1. There’s an Oxford Paper that’s 


the food store shoppers at half- ; 5 ei 
hour intervals. Right for Every Printing Need 
Emerson Promotes Two We've been concentrating on fine book papers 
Stanley M. Abrams has been _. for half a century—-and the excellent printing 
named sales manager of the tele-| uality of every paper in our full range of 
vision division and Harold E. Karl- | \ 4 ys ay pers 6 
sruher, sales manager of the home _ grades shows it. from coast to coast, 


radio division of Emerson Radio 
& Phonograph Corp., New York. 
Mr. Abrams has been sales promo- 
tion manager and Mr. Karlsruher 
eastern regional sales manager. 


New York, N. Y. 


Albany, N.Y. . . . . . W.H. Smith Paper Corp. 
Augusta, Maine Carter, Rice & Co. Corp. 
Baltimore, Md. The Mudge Paper Co. 
Bethlehem, Pa. YW ile ‘ox-Walter-Furlong Paper Co. 


Gerber Appoints Blew 
John S. Blew, who for the past 
two years has had his own com- 


ee ee Boise, Idaho . Blake, Moffitt & Towne 

of Jos. R. Gerber Co., Portland. | Boston, Mase. Carter, nies & Sa. ns Oakland, Calif. 
He succeeds Henry Lee Jr., who | Buffalo, N. Y. Franklin-Cowan Paper Co. Omaha, Neb. ' 
has resigned to enter free lance | Charlotte, N.C. . Caskie Paper Co., Inc. Philadelphia, Pa. 


Bond-Sanders Paper Co. 

. Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Johnston Paper Co. 
The Whitaker Paper Co. 


Chattanooga, Tenn. . 


commercial advertising art work. | 
Chicago, Ill. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. 


Carey Advances Rogers 
Robert G. Rogers, assistant sales 
manager, has been named sales 


Cincinnati, Ohio 


2. Oxford Papers Are : 
as Handy as Your Phone 


Oxford paper merchants make it their busi- 
ness to meet your needs for Oxford papers” 
promptly from stocks in 64 principal eifies: m 


. Blake, 


. . Baldwin Paper Co., Ine. 
Bulkley, 
Green & Low Paper Co., Inc. 

Miller & Wright Paper Co. 
The Whitaker Paper Co. 
. Blake, 


. Western Newspaper Union 


Dunton & Co., Ine. 


Moffitt & Towne 


Atlantic Paper Co. 


W Mle OXx- W alter-Furlong Paper Co. 


. Blake, Moffitt & Towne 
General Paper Corp. 
C. H. Robinson Co. 

Moffitt & Towne 


manager of Philip Carey Co., 
Montreal, manufacturer of asbes- 
tos and asphalt products. He suc- 
ceeds E. W. Hammarstrom, who is 
returning to the American office of 
the company. 


Sylvania Appoints Hamann 


R. G. Hamann, former general 
iles manager of the electric 
laver division of Remington 
and Co., has been appointed man- 
‘er of chain store sales for Syl- 
inia Electric Products, New 
York. He is a former vice-presi- 
‘nt of White Rock Corp. 


Edison Names Pearlmutter 


Morris Pearlmutter, formerly | 
‘ad of the creative department 
Olian Advertising Co., St. Louis, 
'as been appointed to the newly 
eated position of director of ad- 
‘rtising and promotion of Edison | 
rothers Stores, St. Louis. 


lo Thomas & Delehanty 
Catalin Corp. of America, New | 
ork, has retained Thomas & Dele- | 
!anty, New York, to direct the 
« lvertising of its drink dispenser | 
‘ vision. Trade publications will | 
| » used. 


~ 


ppoints Holley Agency 

Murphy Door Bed Co. New. 
York, has placed its advertising | 
vith Robert Holley & Co., New| 
Y ork. 


Cleveland, Ohio . 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. 
Lincoln, Neb. ° 
Little Rock, Ark. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. 


Milwaukee, Wis. 


Minneapolis, Minn. 


Nashville, 


New Haven, Conn. 


Tenn. . 


The Cleveland Paper Co. 
Scioto Paper Co. 

Cincinnati Cordage Co. 

The Whitaker Paper Co. 

. Bermingham & Prosser Co. 
Chope Stevens Paper Co. 
Blake, Moffitt & Towne 
Green & Low Paper Co., Inc. 
MacCollum Paper Co. 
Jacksonville Paper Co. 

. Bermingham & Prosser Co. 

. Bermingham & Prosser Co. 
Western Newspaper Union 

; Roach Paper Co. 
Blake, Moffitt & Towne 
Louisville Paper Co. 
Caskie Paper Co., Ine. 
GR. 


Louisville Paper Co. 


Robinson Co. 


Everglades Paper Co. 
-Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wileox-Mosher-Leffholm Co. 
Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Ine. 


OXFORD PAPER COMPANY, 230 PARK AVENUE, NEW YORK 17, 
OXFORD MIAMI PAPER COMPANY, 


35 EAST WACKER DRIVE, 


Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 


Mo. 


St. Louis, 


. Paul, Minn. 
rh »m, Ore. 


Salt Lake City, U ke 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. 
Seattle, Wash. 
Sioux City, lowa . 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Tueson, Ariz. 
Washington, D. C. 
W orcester. Mass. 


Carter, Rice & Co. Corp. 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 
Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Shaughnessy-Kniep-Hawe Paper Co. 
Tobey Fine Papers, Ine. 
Inter-City Paper Co. 
Blake, Moffitt & Towne 
Western Newspaper Union 
Blake, Moffitt & Towne 

‘ Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Western Newspaper Union 
Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Mill Brand Papers, Inc. 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
Tampa Paper Co. 

Paper Merchants, Inc. 

. Blake, Moffitt & Towne 
The Mudge Paper Co. 
Carter, Rice & Co. Corp. 


N. Y. 


CHICAGO 1, ILL. 
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It's Fabulous: 


The 


Story of ‘Glass Wax’ 


Good Product, Made by 
3 Companies, Was Dud; 
Now a Huge Success 


Harold Schafer is the president 
and principal owner of the Gold 
Seal Co. In 1945 he had a line of 
four Gold Seal products—floor 
waxes, furniture polish—and an 
odd item called “Glass Wax.” 

He was selling in North Dakota, 
Montana and South Dakota—and 
he began to invade Minnesota 
from the Dakota area. 

That’s when he came in to 
see Campbell-Mithun...Unan- 
nounced. Unknown. And virtually 


peat sales—depth of market, etc. 
So we started testing and more 
tests. 


e And always it was a tough, slow 
job because the client was defi- 
nitely very much limited in fi- 
nancial resources. 

We literally had to pull our- 
selves up by our bootstraps. 

We spent the entire first six 
months of 1947 testing and testing 
advertising and sales ideas—try- 
ing to help Mr. Schafer break even 
or make a few dollars. 

Until finally we felt confident 
enough of our program to shoot 


the works in the fall of 1947. 


This is the story of Gold Seal Glass Waz, as told to the Wo- 
men’s Advertising Club of Chicago by August C. Ragnow, vice- 
president in charge of the Chicago office of Campbell-Mithun, 
Gold Seal agency. The story on Gold Seal’s fabulously successful 
product has never really been told, principally because the com- 
pany kept quiet “in the hope of preempting the American market 
before too many competitors woke up to what was happening.” 

The complete story is not told here, although considerable de- 
tail is included. Gold Seal guards dollar volume like a state se- 
cret, but it is interesting to know that early in 1948, while Mr. 
Schafer, Ray Mithun and Don McGee of the Chicago office were 
discussing the size of their possible orders with R. M. Hollings- 
head Corp., which actually makes “Glass Wax,” a Hollingshead 
official told Mr. Schafer that if Gold Seal bought $1,000,000 of 
the product in 1948, he’d get a Cadillac. Mr. Schafer and Mr. 
Mithun are now driving new Cadillacs, and Mr. McGee will be 
driving one as soon as he gets delivery. 


without funds. 

But he had that drive. That 
spirit. That bubbling enthusiasm 
that I’ve mentioned before. We 
liked him, and we liked his prod- 
ucts. So he took us over. 


s Now it’s 1946—and here’s the 
picture: 

Four products, being sold—as a 
complete line—chiefly through 
hardware stores. 

And they were being sold di- 
rect. Not through jobbers or 
wholesalers. And there was no 
chain store distribution. 

So we first went to work with 
Mr. Schafer on these fundament- 
als: 


s 1. We wanted to see him change 
his sales policy from a direct ap- 
proach to the normal sales ap- 
proach through jobbers and chains. 

2. We suggested that our plans 
should be organized to _ sell 
through food stores, drug and 
hardware stores. With syndicates 
and department stores also in the 
future pattern. . 

3. We suggested that we should 
sell one item as a bell cow or line 
leader, rather than trying to poke 
a whole line of merchandise down 
each retailer’s throat in com- 
petition with such well entrench- 
ed companies as Johnson’s and 
others. 

4. We suggested several basic 
changes in package design and 
copy to improve shelf visability 
and product use. 

It took us several months work- 
ing together to bring about these 
changes. 


s Finally, in the fall of 1946 we 
agreed to run a test in one mar- 
ket—to test the possibility of sales 
on one item through grocery stores 
—and the possibility of sales 
through normal channels of dis- 
tribution. 

Two years ago this month we 
went back to that market—Duluth, 
Minn.—to learn what had hap- 
pened. And we discovered that 
one out of every three families 
were buying Glass Wax. 

It looked like we had hit on 
something worth while. But we 
weren't sure about turnover—re- 


It was decided to invade Chi- 
cago. That Chicago invasion was 
going to cost $30,000 in advertis- 
ing. 

In addition, we made a contract 
with the Reuben H. Donnelley or- 
ganization to call on and sell the 
independent retail stores in Chi- 
cago. 

You may not be familiar with 
this service. It is an excellent sales 
force that can be used market by 
market either to supplement a 
manufacturer’s sales force or to 
do the complete selling job for 
him. They sell at all levels, whole- 
sale, large chains, retail. 

If the Chicago operation failed 
to work, Mr. Schafer was going 
to be broke. And Campbell-Mi- 
thun was going to be left holding 
the bag. 


@ By the end of August, we had 
sold an initial order to about 60% 
of the independents in Chicago. 
But we did not get acceptance 
with Jewel or National Tea or 
Kroger—or Walgreen. 

In other words, it was still a 
big question mark when we start- 
ed advertising in September, 1947. 

But when that first full-page ad 
hit Chicago—all hell broke loose. 

In the agency we had never 
dreamed of recommending full- 
page copy to Mr. Schafer—out of 
deference to his pocketbook. After 
a thorough discussion and review 
of our recommendations, he had 
the courage to order a full page. 
And that size element furnished us 
with the IMPACT to do the job. 


es That first ad was unbelievable 
in its results. 

It caused us to abandon the use 
of smaller space—from then on. 

Then the second ad ran in Oc- 
tober. 

And by that time, with con- 
sumer demand, we had forced dis- 
tribution into all the leading 
chains and independents. And we 
were selling in the syndicates and 
department stores. 

A market study proved to us 
by Dec. 1 that 44 out of every 100 
families in the city were using 
Glass Wax. 


e Now we knew that we had hit 
the formula. 
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MARKET RESEARCH 
SHARE OF THE MARKET: 


Baano TODAY 6 MONTHS AGO 

Gold Seal o4.87 90.2% 
“Hash 86 oo 
Waldor! 5.7 2.5 
Wex Sheen 0.9 oo 
Bon Ami - 12 
Windex (Spray) oo 12 

oo 12 
Simons - 2 
Don't Recall oo 2s 


in @ broadening market, the Gold Seal share of the 
merket dropped 5.4%. but actual Geld Seal users 
increased 18.3% 


“Pash tree semptes eccoun! ter mere then hall of the percentage 


TOTAL MARKET FOR GLASS CLEANERS 
Chicago Study, November 4, 1948 


TODAY 6 MONTHS AGO 
Use— 
ANY BRAND 78.9% 61.6% 
NONE 21.1% 38.4% 
100.0% 100.0% 


The use of any glass cleaner has increased from 
61.6% 10 78.9% among all families, in six months. 
In actual users, this is o 28.0% market increase. 


MARKET RESEARCH 


“GLASS WAX" TURNOVER 
COMPARED TO WAX PRODUCTS 


Average Units Sold per Store for Same Period 


manner 

7 v 
© "GLASS WAX" a1 71 
* JOHNSON’S GLO COAT 63 42 
© AEROWAX 35 21 
© SIMONIZ wi 2.5 


"GLASS WAX” sells faster than nationally adver. 
tised self-polishing floor wexes...it deserves 
better display space than these products. 


WHAT FIGURES SHOW—Here are three of the charts Gold Seal 
has been showing at sales and distributor meetings. Based 
primarily on research in the Chicago area, the two at left 
show share of the market as of last November and six months 
previously; and how the total market for glass cleaners has been 


enlarged. The chart at right shows turnover in two markets of 
Glass Wax and wax products, in an attempt to prove to 
distributors and dealers that Glass Wax should be give 
preferred display space, since it turns over faster than other 
products with which it is likely to be grouped. 


_ By Dec. 6 Mr. Schafer had paid 
for his merchandise, paid for his 
advertising and he was $27,000 
ahead. 

So then we sat down on Dec. 6, 
1947, and planned how to multiply 
the Chicago result to the rest of 
the United States. 

+ In projecting our plans, we fig- 
ured on invading one market at a 
time. We analyzed the first 33 
markets of the United States— 
they account for about 55% of the 
total retail sales in the country— 
and we figured our costs to invade 
each of these markets, one at a 
time. 


@ We figured we could break even 
if we sold 25% of the families in 
each area. But before we could 
do this job, we had to turn again 
to business fundamentals. 

First, it was necessary for Mr. 
Schafer to arrange for the money 
to help him finance this project. 

Second, it was necessary to help 
Mr. Schafer develop a sales or- 
ganization that could carry out 
this program. 

We worked like demons during 
the month of December to organ- 
ize the program and to get it down 
on paper. Then in the first week 
of January, 1948, we met at a 
hotel in Chicago and held our first 
“national sales meeting.” 


w To the brand new crew of sales- 
men who had never met each 
other before, we explained the 
selling and advertising plans de- 
signed to introduce Glass Wax to 
the first 33 markets in the United 
States. 

Naturally, we had to work out 
an exact timing schedule for these 
men. And we had to work it out 
in such a way that they would ac- 
complish their job market by mar- 
ket, and give us sufficient funds to 
go into the next markets. 

The men were first deployed to 
the southern markets, such as St. 
Louis and Kansas City. By this 
time we had learned that our ad- 
vertising was powerful enough to 
help us gain distribution without 
the need of doing detail work, 
store by store, with the Donnelley 
organization. 

So we prepared a sales portfolio 
for the salesmen to use with the 
principal buyers in each city—and 
we also prepared a sales demon- 
stration kit. 


ws Our salesmen went into each 
new market with a complete bun- 
dle which guaranteed the buyers 
that we were bringing the same 
tested and proven plan which had 
been used in Chicago. 

For this initial push in the 
months of January and February, 
1948—we had 14 salesmen—we 
located 14 sales offices around the 
country with 17 different ware- 
houses. As we began to move on 
the spring campaign, our speed 
was even faster than we had an- 
ticipated. 

Before we finished the spring 
drive, we had covered the areas 
where 81% of all U.S. families 
lived and we were selling in 131 
markets. You will remember that 
our initial quota called for selling 


25% of all the families. Our actual 


sales indicated that we were selling 
about 47% of all families. 


a By May, 1948, we made a re- 
check in Chicago—discovered that 
83% of the families in that city 
were using Gold Seal Glass Wax. 

At the same time, we made a 
check in New York City—and 
discovered that 65% of the fam- 
ilies in New York were using 
Glass Wax. 

Naturally, we ran into many 
situations where we had difficulty 
in making our initial sales. In 
New York City, for example, the 
chain stores refused to take on 
the product. They said that all of 
our tests in the hinterland would 
be to no avail in New York. 

Finally, we met in New York 
City and decided that we would 
run advertising in that market 
even without the distribution. 


ws Our first ad was in the New 
York News on Easter Sunday, and 
it was a double page spread. You 
have never seen anything like it— 
the way the telephones began to 


a Gold Seal Cleaner 
a Wipes Winter Stains From 
ye = Whadows, Metals, Porcelain 


xn ogg Merntiows! Piet | quid 
Es carr, Cheese Threnghous He 


PAGPUARE ETE TY 600 berKETHENY sToees 


STILL NEWS—This news-style full page 
will appear in 211 newspapers this 
spring, featuring the quart size of Glass 
Wax. In addition, an introductory full 
page will run in 152 new markets. Then 
Glass Wax will be in every market of 
50,000 or more in the country. 


ring on Monday morning. The 
phones were ringing so fast, orders 
came in so fast in the mail, that 
the sales force was not able to 
leave the office again for more 
than a month. And inside of less 
than two or three weeks, Glass 
Wax was on sale in every one of 
the leading chain stores in the 
New York metropolitan area. 

Within one month, Mr. Schafer 
had sold more merchandise in 
New York City than he had sold 
throughout the country in the pre- 
vious year. 


ws All the time these sales records 
were being accomplished, we nat- 
urally were conducting consider- 
able market research to learn 
about purchasing habits as to sizes 
and to learn turnover figures, and 
to learn exactly how the housewife 
was using the product at home. 

In Chicago we learned that 52% 
of all the women had bought 
again, and that two out of three 
who had bought again, purchased 
within eight weeks. 

By the end of the spring market 
by market campaign, we had ar- 


rived at a point where we were 
selling about 47% of the families 
in each of our sales areas against 
our 25% quota, and the total job 
had been accomplished at one-half 
the advertising cost which we had 
anticipated in our Dec. 6 meeting. 


we On several occasions I have 
heard people make comparisons 
between the sales success of Toni 
and Glass Wax, and we’ve been 
asked questions as to whether 
Glass Wax followed the same sell- 
ing procedure which was used by 
Toni. 

Recently Mr. Harris of the Toni 
organization made a speech in 
Chicago in which he explained 
the four planks in the Toni suc- 
cess. He said that: 

No. 1—they had a good product. 

No. 2—they used powerful ad- 
vertising. 

No. 3—they used research— 
and— 

No. 4—they plowed back all the 
money that they made in the com- 
pany to gain dominance in the 
markets. 

Fundamentally, these same four 
points hold true with Glass Wax 
—but there are basic differences 
in other points. 


a Mr. Harris states that they used 
any method available to gain dis- 
tribution of their product. 

They used consignment sales, 
guaranteed sales and free mer- 
chandise. 

They did anything and every- 


|thing to get their merchandise 


into the drug store where it was 
on sale and available to the public. 

Also, Mr. Harris states they 
paid 100% for the cooperative ad- 
vertising used by retail drug stores 
and by chain druggists. 


w In the case of Glass Wax we did 
just exactly the opposite. Not one 
single case of free merchandise 
was given away—no_ discounts 
were made—no guaranteed sales 
were made—no initial distribution 
allowances were made to chain 
stores to help us get started. 

And we discontinued all coop- 
erative advertising when we 
started on the spring drive. 

We had courage enough to make 
these decisions because of the fact 
we knew about the power of the 
advertising. The advertising was 
powerful enough to overcome 
these selling hurdles. 


ws When I look back at that cam- 
paign which was conducted la:t 
spring, it is very satisfying to rez- 
lize that we never once deviate | 
from fundamental business policics 
agreed on in our strategy mee'- 
ings. 

It is true that we were operatin/ 
from day to day—but never onc’ 
did we let the expediency of th: 
moment dictate our actions. 

We were definitely dedicated t 
the fundamental of trying to fire 
proof our structure as we bui 
the house. 


gs In looking back over this pas 
year’s operation, here are the basi 
business decisions which wer 
made to help move Glass Wax 
along to its present position in the 
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bu iness world: 
Decided NOT to fight com- 
pc ition on a frontal attack but to 
at ack a soft spot. Up to this time 
G id Seal was trying to sell the 
e, ire line of waxes. Decision was 
to feature one product—Glass 
W ix. 
. Redesigned Glass Wax pack- 
ate. 

3. Changed distribution methods. 
}. Set up a new price structure. 
). Fair traded Glass Wax. And 
decided to advertise the retail 
price. 
6. Standardized the cooperative 
advertising plan. 

7. Built a demonstration kit for 
salesmen. 

8. Ran demonstrator tests in de- 
partment stores. 

9. Ran a free sample campaign 
in Duluth to determine rapidity of 
repeat. 

10. Tested the need for Donnelley 
detail service in Chicago, Milwau- 
kee, Detroit. 

11. Researched the product and 
advertising approaches to test the 
best way to sell in advertising. 

12. Created a new pioneer ap- 
proach in advertisements. 

13. Tested this new approach in 
Chicago. 

14. Eliminated cooperative ad- 
vertising. 

15. Then used the Chicago test 
results to borrow enough money to 
expand nationally. 

16. Set up the marketing pattern 
in 33 markets doing 55% of the 
total retail business of the United 
States. 

17. Conducted publicity cam- 
paign for Glass Wax. 

18. Helped the client to get legal 
counsel and worked with the client 
and counsel in untangling legal 
snarls. 

19. Bought national advertising 
—The American Weekly, Family 
Cirele, Life, This Week Magazine. 

20. Bought national radio adver- 
tising—Arthur Godfrey. 


s In this list of business decisions 
you will note little use of the word 
“advertising.” This is because ad- 
vertisements were always designed 
to reflect the business policies as 
we decided them in our various 
meetings. 

I have been amused to note the 
reaction of most people to this 
Glass Wax story. Usually someone 
says to me:“Well, you certainly 
cre lucky to have a product like 
Glass Wax. That’s the most won- 


OBJECTIVES 
FOR SPRING ‘49 PROGRAM 


1. Sustain sales in 144 ESTABLISHED morkets, with 
broed advertising and merchandising. 

2. Increase the sales volume in these ESTABLISHED 
markets, with heavy promotion on the QUART 
SIZE can. 

3. Open 34 NEW markets of over 100,000 popu- 
lation, not yet opened, with local advertising. 
4. Expand distribution by opening 100 NEW sec- 
ondary markets of over 50,000 population, 

with local advertising. 

5. Develop MAXIMUM dealer merchandising and 
edvertising coop ' in ALL 


How “GLASS WAX” Magazine Advertising Rated 


cost RATIO 68 
Seen Rees 
Moree Mssoc Mou 
UFE, 8-23 104 (30) 121 (23) = 183 _-(17) 
UE, 9-27 153 (15) «173 (10) = =: 327 (12) 
UFE, 10-25 14 (37) «131 (28) = 192 (18) 


American Weekly, 9-19 101 (5) 109 (5) mw (2) 
American Weekly, 0-17 93 (10) WI7 (7) 100 (6) 


This Week, 10-3 107 (8) 2 (7) 140 (7) 
Fomily Circe, August 88 (17) 95 (13) 158 (7) 
Family Gircle, Sept. 107 (10) 19 (9) 191 (5) 
AVERAGE RATING 108 122 182 


PLANS AHEAD—Objectives for the spring 
program, now under way, are shown on 
the chart above. Below are Starch ratings 
on the product’s magazine advertising, 
showing the high “read most’ rating of 
the newspaper style advertising format 
which has been carried over into maga- 
zine advertising. 


derful product.” 

And how true that statement is! 
It is a most wonderful product. But 
most people, even those in the ad- 
vertising business, fail to note one 
point. That point is this: 

The product never sold—it 
didn’t move—nobody knew about 
it—nobody discovered it—it didn’t 
create any sort of consumer reac- 
tion—it was just a dud on the 
market until the right kind of ad- 
vertising was designed to give it 
flair and imagination and to create 
enthusiasm for the product. 


ba ONE ie ene 


ws It was not a product of proved | 
value. Nobody cared whether the 
product existed. The consumers. 
were not beating a path to our | 
door. They were not knocking | 
down the factory door to get the | 
merchandise. It was an unroman- | 
tic, dead product until it was ad- | 
vertised correctly. | 

In fact, this same identical | 
product was being offered for sale | 
in three different sections of the | 
United States under three differ- | 
ent names—and none of them were | 
selling. It was not a product of 
proved value. | 

Now perhaps the nub of this | 
story is this: That advertising can- 
not succeed without good sound 
basic business principles behind 


Foote, Cone & Belding 
Saves Sunkist $550 


on Single Ad! 


The original art for a full page 
Sunkist ad had to be in two 
places at once .. . at the plate- 
maker’s and with a gravure firm 
... 80 Foote, Cone & Belding 
considered having the artist 
make a duplicate. 


Instead, they ordered a Chromart 
O-A Print, made from the art. 
This gave them two pieces of 
copy, both suitable for plate- 
making. Although the O-A print 
subdued a few of the highlight 
details, these they readily restored 
by retouching the O-A print. 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 


America’s Oldest Colorprint Service 


After print cost and retouching, 
the total saving was $550! 


CHROMART O.-A Prints (O-A 
for Original Art) have other 
uses. Perhaps your art is the 
wrong size to fit into final 
paste-up. Or you may need 
color guides for 24-sheet hand- 
paints. 


We charge $20 for color 
photography of your art and a 
Chromart O-A costs from $52 
to $122, depending on the size 
ordered. Investigate! 


it—and again, that those good 
sound basic business principles do 
not seem to succeed without good 
advertising. 


Appoints Moorhead 


John W. Moorhead has been 
named product promotion manager 
of the building products division 
of Great Lakes Carbon Corp., New 
York. He joined the company in 
1947 after 18 years with Aluminum 
Co. of America, where he was in 
charge of Alcoa’s building industry 
sales in New York, Chicago and the 
Midwest. 


Appoints Clark & Rickerd 


Dearborn Tackle Co., manufac- 
turer of Line Master fishing reel, 
has retained Clark & Rickerd, De- 
troit, to handle its advertising. 


WKRC-TV Signs Hudepohl 


Hudepohl Brewing Co., Cincin- 
nati, has signed to sponsor all 
WKRC-TV television programs 
originating from the new Cincin- 
nati Gardens, sports arena. WK RC- 
TV had previously signed a con- 
tract with the Cincinnati Gardens 
for exclusive television rights to 
all events which are considered 
televisable, including boxing, 
hockey, basketball, wrestling and 
other contests. Hudepohl’s contract 
runs until May 1, 1950. WK RC-TV 
has started experimental telecasts 
and will go commercial on April 4. 


KTTV Appoints Forward 


Robert H. Forward, formerly 
production manager and assistant 
program manager of the Mutual- 
Don Lee Broadcasting System, has 
been named assistant to Hal Hud- 


Trade publications and magazines|son, program director of KTTV, 


will be used. 


Los Angeles. 


‘symposium on March 


Plan Video Symposium 

The New England Council of the 
Four A’s will hold a television 
14 at the 
Hotel Somerset, Boston. The theme 


|will be “The How of Television.” 


Harold Reingold, president of the 
Reingold Co., is general chairman. 


Names Meldrum & Fewsmith 


Sealright Co., Fulton, N. Y., 
manufacturer of paper food con- 
tainers and milk bottle caps and 
closures, has placed its advertising 
with Meldrum & Fewsmith, Cleve- 
land. National consumer media and 
trade publications will be used. 


Publication Changes Name 


Effective with the April, 1949, 
issue, Refrigeration Industry, 
Cleveland, will change its name 
to Commercial Refrigeration & Air 
Conditioning. 


You Dont Have +0 Buy a Wagonload 


to Ger Yourself a MELON 


Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


ADVERTISING EXECUTIVES, HEAR THIS: Tired of paying 
for waste circulation? Then PICTORIAL REVIEW is 
made to order for you. For only in PICTORIAL REVIEW 
can you buy without penalty your choice of from one to 
ten big city Sunday Magazine markets. You can even buy 
color in a single market. And along with this unique 
flexibility, PICTORIAL REVIEW puts extra “pull” into 
your advertising with these other unmatched features: 
“Flood-light” visibility for each advertisement. Top-flight 


editorial artists and writers. A record of mass-selling of a 


F ies t YY 


Distributed With 
The Sunday Issues Of 


NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
PITTSBURGH SUN-TELEGRAPH 

DETROIT TIMES 
CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 


wide variety of products that’s truly 
remarkable. And the unequalled 
sales- guidance of the famous Hearst 
Advertising Service, a service that 
provides day-by-day and street-by- 
street operating control, dealer and 
consumer surveys. Compare these 
outstanding values with what you 
can get elsewhere. Then head your 
list with PICTORIAL REVIEW 
in 1949, 


n Pictorial Review” 


y 
» one you buy from 1 to 10 
Big-City Sunday Magazine Markets. 


A HEARST 
PUBLICATION 
Represented 
Nationally 
By Hearst 
Advertising 
Service. 


. 
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N y C R li Airquipment Elects Smith Appoints Griffeth P&G Advances Gail Smith Aldridge Names Montgomery § S~! 
u Ing Newman L. Smith, vice-presi-| Frank W. Griffeth, formerly| ,.G@i! Smith has been appointed) David C. Montgomery, forme 1) . 
dent and director, has been elected| with Elgin Import Export Corp.| “rector of radio in charge of day-| with Container Corp. of Ameri:a, Dri 
5 president of Airquipment Co. of|and Haverkampf Engineering Co.,|ti™e programs of Procter & Gamble | has been named art director of A | 
on Truck Ad Burbank, Cal., and of its wholly | has been named a sales representa- | Productions, Inc., Cincinnati, new /E. Aldridge Associates, Philac 1. Fa 

owned subsidiary, Aerol Co., Inc.|tive of the Toastmaster Products| holly-owned subsidiary of Proc-|phia. Mr. Montgomery had is 
7 He succeeds B. W. de Guichard,| division of McGraw Electric Co.,| te & Gamble Co. He joined the ad-|own agency before the war. de 
= L who is retiring. Both companies are | Figin, Ill. ag department in <7 lam 
aw Due Soon wholly owned subsidaries of Lock- r, 1943, as an assistant in the!) 4. strc) Admen to Meet ‘ W 
heed. Jack Newburn, superinten- Grey A ints Schrad radio section. ‘ , : : 
dent of Lockheed’s Constellation yY Appo. chrader The Cincinnati Industrial Adv O Se 
New YorkK—This city’s Traffic| division, has been named vice-| Nelson Schrader, formerly with| Howard Loses Father tisers, local chapter of the Natio ial & s\_ n¢ 
Commission, its authority upheld | president and general manager of|Newell-Emmett, has been named| John P. Howard, father of Sam | Industrial Advertisers Association, @ ,. 4 
by the U.S. Supreme Court, last | Airquipment, which manufactures | executive director of the television|G. Howard, advertising director | Will sponsor an Ohio Valley indis- § .. ; ; 
week was expected momentarily | aircraft ground handling and ma-|and radio department of Grey Ad-|of the Denver Post, died recently trial advertising conference to be Ch 

to make its final decision on/| terials handling equipment. vertising Agency, New York. in Indianapolis at the age of 81. | held in Cincinnati April 21. 


whether Railway Express Agency 
truck advertising is to continue. 
Back in 1882, New York’s coun- 
cil adopted an ordinance against 
vehicle advertising (the ban was 
imposed on “advertising wagons’’) 
and recently the validity of this 
was established when the high j 
court ruled on a Traffic Commis- -_ ok ty ¥ PS 
sion proposal to stop Railway Ex- 7 . ' , , ee tem: 
press from carrying ads for Cam- 
el cigarets, Navy recruiting, Sta- oro 
tion WOR and others (AA, Feb. Fo Ye Ss a 2 


PDiliching, the com tidinn, We goa lone ‘way to make 
, advertising pay) . 


commission committee studied the 
matter and was expected to pre- 
sent its recommendations March 4 


Sark 


or this week. The court held that 
New York police may ban truck 
posters, when carried for pay, if 
the advertising creates a traffic 
hazard. The decision did not make 
entirely clear whether the police 
may also regulate ads on trucks 
owned by the advertiser, or ads of 
a non-commercial nature. 


<x a 


Last year was 100,000 miles long for McGraw- 
Hill World News editors. That’s how far they 
traveled overseas to dig up the 132 major articles, 
1708 feature stories, 4375 news items, and 

3854 photos, drawings and maps that made every 
issue of every McGraw-Hill magazine a source 
of important international business information. 


a The Traffic Commission must 
decide whether a ban shall be 
placed on donated truck advertis- 
ing space. Railway Express do- 
nates to such causes as Red Cross 
and Community Chest drives. At 
the moment, the trucks here are 
te earrying ads for the New York 
Police Athletic League. 
Advertisers using the 1,900 Rail- 
* way Express trucks here last 
month were Maryland Pharma- 
ceutical Co. (Rem), R. J. Reynolds 
Tobacco Co. (Camels) and a local 
ice show. Ringling Bros. Barnum 
& Bailey Circus, which plays Madi- 
son Square Garden, has planned 
to advertise on the truck panels 
this month. 2 
There are 18,000-plus Railway 
Express trucks in the U.S. car- 
rying ads for Camels, Rem, Am- 
erican Dairy Association, Wear- 
ever pens, Union Pacific Railroad 
and a few seasonal advertisers. 


Ferguson Names Kerwin 


Walter J. Kerwin has been 
named television director of Court- 
land D. Ferguson, Inc., Washing- 
ton. He has been in the art depart- 
ment of the advertising agency 


aoe two years. BILL JESSUP) World News Tokyo, 


talks to a mine ‘WHRRager im the Japanese 
Kaufman Agency Moves coal fields for Coa mes 


Henry J. Kaufman & Associates, 
Washington, D. C., has moved its 
offices to 1419 H St., N. W. 


NEW JERSEY'S FOURTH LARGEST MARKET 


RUSS ANDERSON Rue 


we w Wort wide Sales Service fs World News New York, gets a 
CONCENTRATED were Haw A Ne for YOU y f story on economic phe oar in OF 
To help increase 'saf@s;- vou can have — Se Central America from the Presid« 1t 
COVERAGE especially prepared for your busmeéss—an ? * , “ of Panama for Business Week. 
industrial movie, photographs, market ' Vi 


surveys, mailing lists, special representation 
and reports of all kinds from almost any 
place in the world. 


Call, write or wire McGraw-Hill World News, 
330 West 42nd Street, New York 18, N. Y. H 
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BAYONNE CANNOT BE SOLD p 
FROM THE OUTSIDE 
That's whot you get — CONCENTRATED COV- 33 


ERAGE — in fact, you get ALL the coverage ONE OF A SERIES ON THE “PLUS VALUES” TO ADVERTISERS, OFFERED BY McGRAW-HILL PUBLICATION: 
when you advertise in THE BAYONNE TIMES. 
99-85/100% of THE TIMES Net Paid Circulation 
is concentrated in the City of Bayonne — no other 
paper or combination of papers can sell BAY- 
ONNE. 93% Home Delivered. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


295 Madison Ave., N.Y. - 228 N. LaSalle St., Chicago 
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Slect-O-Seat 
Drive Opens With 
F ull Page in ‘SEP’ 


)eTROIT—A drive has just been 
jo nehed by L. A. Young Spring 
« Wire Corp. in support of Select- 
© Seat, a new development de- 
si ned to promote riding comfort 
| driving safety in automobiles 
a) d trucks. 

The first of 12 monthly full- 


page two-color advertisements ap- 
peared in The Saturday Evening 
Post, the only national magazine 
to be used under current plans in 
addition to the regular schedule 
in Automotive News and Michigan 
Manufacturer. Zimmer-Keller is 
the agency. 

Select-O-Seat is a new type of 
coil cushion offered to automobile 
manufacturers. The shell of the 
seat is installed by the manufac- 
turer and the dealer can place and 
adjust the coils to the comfort of 


the individual. 

Manufacturers now installing the 
new development are Chrysler 
Corp. in all its cars, Packard, Lin- 
coln and Studebaker. 


Conover-Mast Names Lawson 


Wilbur L. Lawson, former ad- 
vertising manager and assistant 
sales manager of Glenwood Range 
Co., Taunton, Mass., has been ap- 
pointed advertising representative 
for eastern Massachusetts and 
Rhode Island for the Conover-Mast 
purchasing directory. 


Opens New L. A. Office 


U.S. News & World Report, New 
York, has opened new advertising 
sales offices in the James Oviatt 
building, 617 S. Olive St., Los An- 
geles 14. Roger O’Connor is mana- 
ger. 


Two Leave Electromaster 


Roy Blanchard, advertising man- 
ager of the Electromaster division 
of Philco Corp., Philadelphia, has 
resigned. Russell R. Brown, sales 
manager of the same division, also 


-|has resigned. 
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As the world shrinks, what’s doing in 
Denmark and the latest tip from Tokyo 
become more and more vital to the busy 

- yeaders of McGraw-Hill business publi- 
cations. After three years of planning, 
training, and organizing personnel, 
McG@aw-Hill has welded a World News 
fameation that now girdles the globe. 
Bureaus are operating in London, Paris, 
Frankfurt, Buenos Aires, Rio de Janeiro, 
Melbourne, Bombay and Tokyo, backed 

up by correspondents in 60 other foreign | 
cities. No other publisher has ever tackled the 
global job of reporting technical/and scientific 
business information on suchia scale. 


That’s just one more reason why McGraw-Hill 
publications provide such an alert, interested, 
responsive audience for your advertising! 


Svery McGraw-Hill magazine is a member of, or is qualifying 
or membership in, The Audit Bureau of Circulations. 


VUcGRAW-HILL 


JOHN CHRISTIE 
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World News Frankfurt, interviews 


publications 
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‘Furniture Sellers 
Like Regulation W, 
’ “J. . 
Retailing’ Finds 

New YorK—Only those furn- 
iture stores with business concen- 
trated in selling low-price mer- 
chandise on credit are feeling an 
adverse effect from Regulation W., 
Retailing Daily reported after a 
survey last week. 

Polling retailers in 28 cities, Re- 
tailing finds that opinion is divided 
among retailers as to the value of 
Regulation W, and doubts that 
any unified view representing the 
entire group can be presented to 
Congress when it considers con- 
tinuation of retail credit controls 
this spring. 

The high cost of living is gen- 
erally blamed by retailers for the 
sales decline which began last 
September, with only a handful of 
cities showing majority opinion 
that blames Regulation W. 

Higher priced items have been 
hit by Regulation W, particularly 
major appliances. The decline in 
sales of appliances is generally at- 
tributed to credit control. The ef- 
fect of this has been an increase 
in “hold” orders, under which 
merchants have warehoused the 
merchandise an extra three to five 
weeks, until customers have 
amassed the necessary down pay- 
ment. 

A rumored shift from furniture 
store instalment sales to depart- 
ment store charge accounts is ap- 
parently not taking place, with 
only three cities—Baltimore, Day- 
ton and Denver—clearly showing 
this trend. 

In general, Retailing finds credit 
controls are considered desirable 
by most furniture merchants. Mer- 
chants in favor like controls be- 
cause it eliminates competition as 
far as credit terms go, and takes 
care of operators who abuse credit. 


Names Dettman and Conduit 


Reader’s Digest Association 
(Canada) Ltd., Montreal, has 
named Carl Dettman as eastern 
advertising manager, with head- 
quarters in Montreal, and Andrew 
J. Conduit of Toronto as western 
advertising manager. Mr. Dettman, 
who has been with the organiza- 
tion for the past year, was for- 
merly advertising manager of the 
Star, Windsor, Ont. Mr. Conduit 
served on the staff of New Liberty, 
Toronto, until joining Canadian 
Reader’s Digest last April. 


KIOA to Join Mutual 


Station KIOA, operated by the 
Independence Broadcasting Co., 
Des Moines, will become the Des 
Moines affiliate of Mutual Broad- 
casting Co., effective March 13. 
Until Feb. 13, Station KCBC was 
the Mutual affiliate in Des Moines. 


Artists like the way 
we faithfully match 
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s = seventeen 
sells vou a blank page 


Yet it’s what you put on the page and what SEVENTEEN puts behind 
it that makes the all-important difference. SEVENTEEN naturally feels 
the advertiser who prepares copy and art specifically for the teen-age 
girl is making the most profitable use of his page. And SEVENTEEN 


supports its advertisers by placing their ads between the covers of: 


® a magazine that inspires the confidence and receives the support of 


the 1,000,000 teen-age girls who buy it each month 


© a magazine that penetrates the family circle and holds a privileged 


position in millions of American homes 


@ a magazine that is read from cover to cover and passed from friend 


to friend, student to teacher, daughter to mother 


@ a magazine that reaches a consumer with buying power and influence 


habere her tastes are set and her mind is closed 


@ a magazine that delivers a bonus of 250,000 teen-age girls, giving 
its advertisers a page rate of $2.25 per thousand —- which is less than 


that offered by any. of the women’s service magazines 
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No. 3261. PF Decals. 

Palm, Fechteler & Co. has is- 
sued this profusely illustrated 
booklet, which shows dozens of 
uses for PF decals, from small, 
product identification types to the 
sizes used for truck fleets. Sam- 
plés of six types are illustrated in 
and attached to the booklet: Novar, 
permanent name plates for liquor 
containers, sports equipment, etc.; 
Everstick, for difficult surfaces; 
Engradels, perfected for the cos- 
metic industry; Translac, for point- 
of-purchase advertising; Syntran, 
for trucks, planes, ships, ete., and 
Special Purpose, two-sided decals 
for doors and windows. 


No. 3262. Where Orders Originate. 

MacRae’s Blue Book, 56-year- 
old buying guide, enclosed a reply 
card in its 1948 edition to get some 
new facts about industrial buying. 
An analysis of the returns, pub- 
lished in this booklet, indicates 
that purchasing agents, as such, 
constitute only 50.7% of the users 
of the Blue Book. The remainder 
consists of those whose adminis- 
trative jobs also include that of 
buying and specifying, and they 
range from plant managers and 
superintendents to presidents. The 
booklet contains a detailed break- 
down of titles, extent of use of the 
guide and the number of users 
based on circulation. 


No. 3263. The Madison Market 
Makes Good News. 

This is the eighth annual edition 
of retai! sales trends in the Madi- 
son, Wis., market, published by the 
Madison Capital Times and Wis- 
consin State Journal. The two- 
color, illustrated brochure shows 
sales zooming in Madison, with a 


series of graphs indicating the 
trend, 1939-1947, for grocery, drug, 
men’s wear, department, women’s 
wear, shoe, jewelry and furniture 
stores. Population, buying power, 
industrial payrolls and employ- 
ment, and farm data are included, 
with the story of the Madison 
newspapers’ linage record and 
merchandising services. 


No. 3264. Package in Plastics. 

Good grooming for packages— 
“subtle salesmen”—is illustrated 
in this Monsanto Chemical Co. 
brochure, which is filled with doz- 
ens of photographs and descrip- 
tions of plastic containers for 
many purposes, both custom 
molded and ready made from 
stock molds. Tables with some of 
the illustrations provide a descrip- 
tion, the size, material and color, 
type of top and suggested uses 
for the containers. 


No. 3235. Test Town, U. S. A. 

This is the newest edition of the 
South Bend Tribune’s “Test Town” 
data book, containing the latest 
figures on population, income and 
buying power, retail sales, news- 
paper and magazine circulation, 
employment and distribution. It 
points out why South Bend is rec- 
ognized as a reliable test market 
and describes the paper’s split 
runs for copy testing. 


No. 3224. 15 Years of Public Ser- 
vice. 

Celebrating its 15th anniversary, 
U. S. News & World Report has 
issued this handsome brochure to 
mark the event. It outlines the 
publishing theme and_ editorial 
policy, and makes a pledge for the 
future. 


_ USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


! 
| 
| 100 E. Ohio St., Chicago 11, Ill. 
! 
! 
| 


TAA Se ea 


| 
IN MI sissittiinceniineinsionadinissciisiers 


MAXWELL 
SERVICE 


POSTER 
Ro sateen. 0 


PAINTED DISPLAYS 


SPECTACULAR 
ELECTRICS 


WHATCHA GOT? 


Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 


| Result-reports from advertisers prove 
| that it gets jobs for men, and men for 
| jobs, in all salary brackets and in all 
| parts of the country. 


Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 


oughly—AND GET RESULTS! 


75¢ per line, minimum charge $3. 


Cash with order, Figure bold foce’ heads 


(moximum two lines) 30 letters ond spaces per line; light body face 40 per line. Box 


umbers add two lines. 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 


Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 
SALESMEN to distribute a highly sup- 
erior nutritional deficiency product. 
Wholesale and retail. Full or part-time. 
Exceptional earnings. Write for per- 
mission to represent your area. Len- 
art Company, 1700 West Clark Avenue, 
Burbank, California. 

LAYOUT ARTIST 
with some copy experience for agency in 
Indiana. Opportunity for advancement in 
copy, art and production. Outline 
previous experience, age, salary re- 
quired and how soon available in 
letter to: 

Box 2313, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Sales Promotion Assistant ..................... $4500 
Advtg Production-Printing . 
Advertising Assistants . 
Window Display Man 
SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 
ADVERTISING AGENCY 
Excellent opportunity to handle our ac- 
gounts, write, create and produce adver- 
tising. Some billing desirable. Salary and 
bonus. 
Box 2329, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 17-2063, Chicago 
OFFSET PRINTING SALESMAN 
For a go-getter who knows offset print- 
ing and production, here’s an excellent 
opportunity to earn five figures in a 
protected Chicago territory. Carefully 
qualified leads furnished. We're a 
progressive, widely-known offset print- 
ing organization, ready to offer the 
man who qualifies, a liberal drawing 
account and commission. 
Box 2331, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


noon, 11 days preceding publication 
‘rote teh Bass ors inch. Regu- 


over inches apply an display 


MISCELLANEOUS 
Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 

Samples on Request. 

Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio. 
“SILHOUETTES” FEATURE READY! 
Staccato story in rhyme! Samples & rates 
immediately on request. Be first to 
entertain your readers with it. Write: G. 
L. Crawford, 540 N. Laramie, Chicago 44. 
NOTICE FARM ADVERTISERS 


Complete farm art service—mats 
—cuts. Write for illustrated folder 
of agricultural art. John Andrews, 
Blink Bonnie Farm, 5023 Spaulding 


Road, Omaha. 


PUBLICITY MAN 


INDUSTRIAL 

Desires position utilizing rich and 
varied technical background. Can 
translate engineering terms into in- 
teresting releases, articles for news- 
papers, trade journals, popular sci- 
ence type of magazines. Member 
A.C.S. and I.R.E. Now employed. 
Milwaukee, Wis. area preference. 


Box 7298, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Age, March 7, 194: 


TO THE AGENCY 
WITHOUT A 


CHICAGO OFFICE 


If you have desired a Chicago of- 
fice to better serve midwest ac- 
counts, but present volume doesn’t | 
justify the expense, this may be 
your solution. 
Medium sized Chicago agency, — 
serving national accounts, will 
consider merger or absorption by 

larger out of town organization. 


) Agency controlled by two part- 
ners, thoroughly schooled in all 
phases of the business. Combined 
experience over 20 years. Com- 
plete agency service with copy, 
art, radio, marketing, merchandis- 
ing facilities. Attractive offices in 

desirable location. 

Present billing $200,000.00, pros- 
pects excellent. Convinced pro- 
posed association would accelerate 
new business program. 

Only a sound, well established or- 
ganization considered. 


Box 7293, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SALES ENGINEER for ADVERTISING 


Interested in sales and promotion for in- 
dustrial trade publication or advertising 
agency. Sales experience rebuilding vacant 
territory in difficult wholesale line. Con- 
siderable technical and promotional writ- 
ing experience. Single, age 28, prefers 
Chicago area. Box 7296. ADVERTISING 
AGE, 100 E. Ohio St., Chicago, 11, Ill. 


WANTED ASSISTANT TO 
ADV. MGR. 

Solid opportunity with large Chicago 
manufacturer. Help adv. mgr. in copy 
writing and rough layout of catalog 
pages, sales bulletins, etc. Limited 
experience considered but must have 
basic training to write industrial 
copy; make some rough layouts. Need 
young mar 23 to 30; cooperative, pro- 
gressive thinker interested in down-to- 
earth adv. and promotion. Salary commen- 
surate with ability. Permanent, gilt- 
edged opportunity! Reply with complete 
experience details. Make your answer 
SELL us NOW. 

Box 2335, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SALESMAN—Newly reorganized outdoor 
advertising firm in Detroit needs sales- 
man. State experience, qualifications 
and compensation desired. 
Box 2336, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
POSITIONS WANTED : 
WHEN IT’S RESULTS YOU WANT— 
a creative writer who knows how to use 
adv. psychology can help you. 3 yrs ex- 
per., consumer & ind. Chgo agency pref. 
Box 2328. ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
FOLLOW THE SUN! 
OPEN A FLORIDA BRANCH! 
Sit on the beach—or go fishing! T'll 
chase copy, scripts, layouts, schedules, 
trains, publishers, broadcasters! Summers? 
Back north with you—or build southern 
billing. Now directing seven figure 
Northern billing. Twenty years exper- 
ience, including Florida—where sunshine 
thaws frozen budgets! Will fit your pat- 
tern like a glove. Five figure salary re- 
quired. Write Postoffice Box 891, Post- 
office Number 90, Chicago, Illinois. 


Mr. Advertising Manager: 

Will you trade my three years sales and 
2 years editorial experience for a job 
in your department? Now working for a 
Chicago newspaper, I can do production, 
rough layouts and write copy. 

Box 2330, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


JOURNALISM GRAD 
layout and copy 


U. of Mo. Adv. major; 
training. Professional cartoonist. Want 
experience, iob with future. Single, 24, 
Army vet. Work anywhere immediately. 
Box 2333, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


INDUSTRIAL AND SALES PUBLICITY 


WRITER News releases, educational 
films, radio. Free lance basis. Call 
Fred Blakemore, Franklin 2-8145, Chicago. 

2 eee, 


NEWSPAPERS FOR SALE 
Well established weekly newspaper near 
Newark, N. J. Excellent opportunity. 
Printing plant. $30,000. 
Box 2332, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


MAGAZINE PRINTING 


If you are the publisher of a maga- 
zine, and would like to place the print- 
ing in a smaller midwestern town, 
where you can get good workmanship 
and service, without labor trouble, 
write Box 7294, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Tl. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


Decalcomania 
Salesmen Wanted: 


Superior established line. Cer- 
tain key territories now open. 
Strictly commission. Will make 
good added line for qualifying 
advertising salesman. Write or 
wire. Box 7295 
ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 


LITHOGRAPH SALESMAN 


Must be experienced and acquainted wiih 
buyers of lithography in Chicago area. Line 
includes 24-sheet posters, window displays, 
counter and car cards, direct mail folders, etc. 
Old established company. Drawing account 
advanced against commissions. Give full par- 
ticulars and references. Box 7289, ADVER- 
_— AGE, 100 E. Ohio St., Chicago 11, 


BRITISH PUBLICATIONS FOR AMERICAN 


THE BUILDER—-W—tThe Builder House 
Catherine St., London A” Ed. I. Murray 
Leslie. Adv. Dir. John B. Perks. The lead- 
ing architectural and Building Newspaper 
with world wide circulation. 

MACHINERY LLOYD (OVERSEAS EDI- 
TION)—Alt. W—6, Cavendish Place, Lon- 
don Wl. Ed. James F. Driver. Adv. Mer. 
M. L. Layton. Engineering export journal in 
English-Spanish covering British Empire 
Western Hemisphere 


EXPORTS 


MACHINERY LLOYD (CONTINENTAL 
EDITION)—Alt. W——6, Cavendish Place 
London W1. ba James F. Driver. Adv. 
Mer. M. L. Layton. Engineering export 
journal in English-French covering Europe. 
MACHINERY MARKET Est. 1879 W— 
Wardrobe Chamber 146A Queen Victoria 
St., London EC4. Ed. A. Edwin Culley 
Adv. Mer. Henry Young. Britains leading 
business engineering a with world 
wide readership. The sales supplement is the 
largest of any other engineering journal. 


De LEADING 


PUBLISHED EVERY FRIDAY 


PF VAACHINERY Wk 


Extablished 1879 


BUSINESS ENGINEERING JOURNAL 


ANNUAL SUBSCRIPTION 30/- 


This Journal with its world-wide readership, provides a unique medium te monv- 
facturers and all who use or handle machinery and engineering material. 

%& The weekly classified Sales Supplement, containing a very varied selection of 
engineering plant and material for Sale, Wanted, and for Auction, is the larges! 


of any other journal. 
Published by:— 


The ‘Machinery Market" Ltd., 146a Queen Victoria St., London, £.C.4. Tel.: City 1643 Grams: Wadham, Cent, London 


Britain is Conservative! 


For 106 years “THE BUILDER” has been established as the Leading Weekly News- 
paper for the Architectural Profession and Building Industry. Read and quoted by 


architects, contractors and merchants, 


and the Pacific. 


“THE B 
tion List covering Europe, Africa, Asia, U.S.S.R., 


ee a has a World-wide Subscrip- 
. & S. America, Australia, India 


eens ~ AND INFLUENCE BRINGS REMUNERATIVE RETURNS 
Space enquiries to:—Advertisement Director, 


THE BUILDER, LTD. 


The Builder House, Catherine Street, 
Aldwych, London, W.C.2, England. 


Atlantic 


The World’s Playground a 


Where over 18,000,000 yearly visitors will 
see these 2 BROMO-SELTZER Illuminated Bul- 


letins facing East and West on the Boardwalk. 


May We Serve You? 


'The R.C. Maxwell Co. Adiantic CityNif 
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DELEGATE YOUR ADVERTISING AND 
SALES PROMOTION PROBLEMS Tv 
A TOP MAN — AVAILABLE NOW 


Now, more than ever, management e* 
ecutives should devote their time an! 
energies to the changing scene—shou! | 
free themselves from advertising an | 
promotional details. Fifteen years « 
solid and comprehensive advertisin 
and merchandising experience ca 
start saving you time and money im 
mediately. 

This background which includes to 
agency experience and complete ad 
vertising and sales promotion: 
responsibility for representative ad 
vertisers can be used to the advantag 
of your firm. Write for details. 
Family man—34 years of age—locate: 
in Chicago, but would move for righ’ 
rey 4 Box 7297, ADVERTISING 

AGE, 100 East Ohio Street, Chicago 11 
Illinois. 
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. dvertising Age, March 7, 1949 


March 7-9. National television 
conference, sponsored by the Chi- 


cago Television Council, Palmer 
}iouse, Chicago. 

March 8-9. Domestic Distribu- 
tion Department, Chamber of 
Commerce of the United States, 
national marketing conference, 
Neil House, Columbus, O. 

March 10-12. Association of Wo- 
men Broadcasters, NAB, 6th an- 
nual convention, Drake Hotel, 
Chicago. ' 

March 17-18. American Manage- 
ment Association, conference on 
marketing, Hotel Statler, New 
York. 

March 23-25. Spring meeting, 
Association of National Advertis- 
ers, Hot Springs, Va. 

April 6-7. American Association 
of Advertising Agencies, Green- 
brier Hotel, White Sulphur 
Springs, W. Va. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-28. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

April 29-30. National Association 
of Litho Clubs, annual convention, 
Mayflower Hotel, Washington, D. 
c 

May 6-7. Pacific Northwest 
Newspaper Advertising Executives, 
spring meeting, Multnomah Hotel, 
Portland, Ore. 

May 10-12. International Coun- 
cil of Industrial Editors, eighth 
annual convention, King Edward 
Hotel, Toronto. 

May 18-21. Associated Business 
Papers, spring meeting, The Home- 
stead, Hot Springs, Va. 

May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, 
summer meeting, Hotel Roosevelt, 
New Orleans. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 


Buchanan Appoints Two 

Erwin H. Klaus, formerly with 
Dana Jones Co., Los Angeles, has 
been appointed marketing director 
of Buchanan & Co., San Francisco. 
John S. Emmart, formerly sales 
promotion manager of Roma Wine 
Co., has been named merchandis- 
ing manager. 


Van Dolen Joins Weed & Co. 

Sheldon Van Dolen has been ap- 
pointed to the New York sales 
staff of Weed & Co., radio station 
representative. He previously has 
worked with WMGM, New York, 
and American Broadcasting Co. 


| Hood Moves Office. 


Changes Agencies, 
Starts New Drive 


PHILADELPHIA—Hood Chemical 
Co., manufacturer of 33 Bleach, 
Zero and E-Z starch, has appointed 
McKee & Albright here to handle 
the advertising for the three na- 
tionally-known products. 

At the same time, the executive 
and sales offices of Hood Chemical 
have been moved to 1939 S. 
Broad Street, Philadelphia, from 
Pittsburgh. The former agency was 
Neal D. Ivey, also of Philadelphia. 

A campaign in 15 newspapers 
along the East Coast as far west 
as Pittsburgh has already been 
launched for the three products. 
Ads will appear in Philadelphia, 
Pittsburgh, Jacksonville, Rich- 
mond, Baltimore, Washington, Ro- 
anoke, Miami and Tampa. 

The initial campaign consists of 
small displays to appear twice a 
week in each paper for 52 weeks 


of the year. As new markets are 
opened up, the advertising cam- 
paign will be extended. 


heehee gates 


Resigns ‘Fortnight’ Account 
Coincident with his resignation | 
as vice-president and director of | 


|Power Agency Shifts Three 


Edward M. Power Jr., president, 
has been elected chairman of the 


McKee & Albright has also been|O. D. Keep Associates, publisher| board of Edward M. Power Co., 
named to handle advertising in the | of Fortnight, Duncan A. Scott, San| Pittsburgh agency. George E. Ei- 


Pittsburgh area of Hood’s Moon- 
shine Washing Fluid and of Cres- 
cent Chemical Co., Hood subsi- 
diary which markets laundry prod- 
ucts. 


Promotes New Wall Papers 

W. P. Fuller & Co., San Francis- 
co, has launched an extensive 
newspaper campaign to promote 
its new 1949 line of wall papers. 
More than 50 Pacific Coast dailies 
are included on the _ schedule 
which will run through March. 
McCann-Erickson, San Francisco, 
is the agency. 


Ayres Joins Henri, Hurst ~ 
Dorothy Ayres, formerly director 
and supervisor of all radio and 
television activities of Morris F. 
Swaney, Inc., has been appointed 
radio and television time buyer 
of Henri, Hurst & McDonald, 


Francisco and Los Angeles pub-| 
lishers’ representative, has an-| 
;nounced that his company is re- 
| signing the Fortnight account, 
|effective April 15. 


WHDH, WJAX Get Power Boost 

WHODH, Boston, is operating on 
its new power of 50,000 watts. 
The station previously was a 5,000 
watter. WJAX, NBC’s Jacksonville, 
Fla., affiliate, has stepped its 
power up to 5,000 watts night and 
day from 1,000 watts night and 
5,000 watts day. 


! 


senhauer, secretary, has been 
named president and William S. 
Power, account executive, has been 


| appointed vice- -president. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® 
900 Kibby St. Ui U.S.A. 


“Tredemerts US re OF 


LAU REN 


7 347 South Clark Seed 


Chicago. 


CE INC. 


Telephone WAbesh 246284 


~ New Ownership Of 


Los Angeles’ Biggest 
Home-Delivered Circulation 


- 500,000 COPIES-TWICE WEEKLY 


eis f 
3 Ne. S 4 
=] 


Down Town Shopping News will 
become Los Angeles Independent 


You who advertise in Los Angeles or who visit it 
personally know full well the sprawling, uniquely- 
decentralized character of the two score communi- 
ties which have merged into one city. For 27 
years the buying bible of the women who live 
there has been the Down Town Shopping News. 


Its 100% 


-home-delivered circulation, 


now 


500,000 twice-weekly, has a/ways been bigger than 
any daily in the city. In many years it has 
carried more department store linage than any 
Los Angeles daily, It is the on/y one-paper buy 
which gives thorough home-coverage in the princi- 


pal buying areas of America’s third largest city 


and second largest retail market. 


We have just bought this superb advertising 
vehicle from the 18 stores which have owned and 
operated it for so long. They are under contract 


with us to advertise in every issue for two 
years. The paper will, therefore, continue to be 
the show-case of Los Angeles retail advertising. 


In addition we propose to tailor it to fit the 
decentralized character of Greater Los Angeles. 
Under the new name of Los Angeles Independent, 
the paper will be split-run into ten Zone Editions 
(such as Hollywood, Pasadena, Westwood), each 
with its own editorial and advertising content. 


Such localizing will offer our readers a unique 


journalistic service. And it will 


offer you the 


Opportunity to focus your sales message on any or 


all sections of the city at will. 


To develop such flexibility in Los Angeles’ 
biggest home-delivered circulation is a big as- 
signment (we'll be hiring 54 reporters, 145 space 
salesmen) which will take several months to com- 


plete. We invite your attention. 


BE. as ANGELES Inveyp endent PUBLISHING CO. 


417 SOUTH HILL STREET, LOS ANGELES 13 + 


FORMERLY DOWN TO 


406 SUTTER STREET, SAN FRANCISCO 8 


Representatives: JAMES A. COVENEY CO., 501 Fifth Avenue, New York 17 


39 South State Street, Chicago 3 +' 515 Olive Street, St. Louis 1 + 


11 Church Street, Hudson, Massachusetts 


eek a ee oe Fe ey eRe oi: bg NERS: eo aS ie AF. get ae See eae Te Beta eg he: ae Ea. eee i EE oct be eg: eee I ee ee te Rae ee NR SS eh ae iy 
ieee AE a hg te ete ieee. ee ee nae a Cee ae eS ee a a Se ph TD | ea ee pe as MS ee ea ae ee ep 
St Se AC ee se Ni hg ae ae. care Mee BAND, Oy. Lane a See ea ey eprint a tel Sh ee aie ah, ye nak aa ee anit eto ae oe 
Berg sy es. ee cine ro pale ee Roe es “aig in oe . atest, 1? eee m Gass ‘ ae tae vite & Reenerey ted gal he 
Sica ee Sata Gadel : ee c _aierer= oe Se kine eee ef ae a os uae aaa Kat = aay, See A SS ae ae i ee a PEST Sony Bi ef aan CT che tia’ oe 
194: 
ee 33 
os] 
| 
i ai, We Ry t 
e * ? f . Be igs e Ke ee 
Meme Coming 4 ee 
¢ 2 a ge oh alas 4 fais 
4 Cr i Le tie ie yb a i, Sale oa 
& Y (CAA ALA V & r ' 
E Ye eee oat sb i Naa 
of- 
ac- 
sn’t | a ee 
be ) 
; 
icy, 
vill 
by | 
n. 
ae. IN  _z 
all 
ned 
ym- 
fy a 
Jis- | a 
in Bie ba sis eee : 3 i 
; 
"OS- Te . 
ro- aay on Gs ee. es 
ate FAULVU ENGKAVERS-::CHICAGO. 
fs = Loe - 
or- i ; 
a | ic 
GE 
Ill. | ee ee ee oo ee ee ee ee 
. 
: : 
. 
d: 
* . . 
Cer- 
open. bd 
nake 
fying 
fe or | 
| 
L, Ill. . 
i with 
. Line 
splays, 
rs, etc. 
ccount 
ill par- 
IVER. | 
go 11, 
a | ‘ 
| 
laine ; 
TS ee 
FAL ee : 
lace | Pie a 
kdv. | : Z 
= | eee 
ope. - 
oria 
ley ‘ ; 
ling ; 
orld E 
Se : : 
( = 
= _ 
| _ 
London : fe 
— : Me 
zs 
ws- 3 
by EE Ee - 
rip- § a 2h 
dia + ie 
' a 
eet, es a 
ind. Y <4 
ai ee a 
AN) ; ee a 
- 
OW 
it ex- , 
Yani . 
10u! | ae 
rs ¢ | . 
isin Z <4 
ca cet 
im 
| : 
s to 
ad ; 
ona ; 
ac 7 
\tag 
oe nw N SHOPPING NEWS 7 
igh: | Se a 
ING ; : 
a aa 
eS eae 
ae 
, co E> A 
: <5 it ee $i Dae S : 5 ne 4 fe : t ‘ oe eae ang . : \ mx ‘ y ; : ae pet ; 
hs eh ME EE Re ay aa gt eS AE OS OS OOP PE OTN Hee te ORE SLO LOE PREM EEIE OOD Ogee ee, me ee ee as Ee GN ye eee Oe eR Sor Ce ti OE UR 
a TDS Re SA EM gr SDN RMP GL EEN ETE RTPI EAN gt SG” rc a a RCO Cee a ENED OP ae ee DIO Cee SET eS, FETE egeres ER ran Nh i i hg gk A ie PEAS 4 see Nie Hee Sie aera noe Br ga ~ 
fas : A y ape i tee) s as na oe oe 4 a ¢ : ime : ; ar F eae 3 Y as eS Be md t ye ee 


34 


VanSant Elects Brian V. P. San Franciscans 
Harry F. Brian, former copy di- S d $9 75 Ww kl 
rector of VanSant, Dugdale & Co., pe 
Baltimore, has been elected a vice- n : ee Y 
# president. Mr. Brian has been with 
, the agency for seven years. to Eat, Study Shows 
e WasHiIncTton—The Agriculture 
Askania Promotes Wheeler Department’s researchers find that 
Wilson W. Wheeler, head of the | San Francisco families of all eco- 
sales engineering department, has|nomic levels are eating substan- 
been appointed sales manager of| tially better than their contempo- 
Askania Regulator Co., Chicago.|raries in Birmingham or Minne- 
: apolis-St. Paul. 
. For a diet containing larger 
ART MORGUE amounts of milk, meat, poultry, 
ey releases of new 330K fresh and frozen vegetables, and 
art work, already classified. (Ow on fresh and frozen fruits, residents 
Send tor sample issue and details. oS oe of the West Coast city spend an 
“CLASSWNED ART FOR EVERY USE SS Pi average of $9.75 per person 
The 308%N. Horwood (yom ae | | weekly. 
ART MART cons rz2e. “Senigee) | Earlier reports in a series being 
issued by the Bureau of Human 
'S fl 0 0 a . ee 
rn 
i) 


1,000 on the Dial + 50,000 Watts 


DECEMBER 19%. 3,00 P.M: 
12:00 NOON ypience* 
SUNDAY .--: SHARE OF A = 
STATION 14.2 
wcrt 12.2 
Station A 9 
Station B Wg 
Station C 77 
Station D 10.5 
Station E + a Mae 
FIA ond oer F ' Hooper Station Listening index. 
*From 


An imposing array of first-rate sports attractions—Notre 
Dame football, Chicago Cardinal football, and Black- | 
hawk hockey — are WCFL highlights. Unexcelled pro- 

gramming of fine music is also a special feature of this 

station. Top entertainment and WCFL’s economical rates 
combine to give the best all-round radio time buy in the 
rich Chicago market! 


A plus factor in audience loyalty ... There's a Union member in two of 
: every three families in the great Chicago area—a foundation upon 
which The Voice of Labor is building one of the most responsive, 
product-buying markets in radio today. 


Nutrition and Home Economics 
showed weekly expenditures in 
Minneapolis-St. Paul of $6.89 per 
capita and Birmingham $6.61 per 
capita (AA, Feb. 14). 

Made during the last part of| 
1948, the three budget studies are | 
part of a series conducted under | 
the Research and Marketing Act 
to provide home _ economists, 
farmers, food processors and re- 
tailers with up-to-date informa- 
tion on family buying habits. 


ws They will be followed shortly 
by a study covering Buffalo; a 
report summarizing food budgets 
in 68 communities during the 
spring of 1948, and by four re- 
leases comparing budgets in Bir- 
mingham, Minneapolis-St. Paul, 
San Francisco and Buffalo for 
winter, spring and fall of 1948. 
San Francisco families spent an 
average of $28.75 weekly for food, 
compared with $24.40 in Minne- 
apolis-St. Paul and $21.67 in 
Birmingham. Food bills took 32% 
df the weekly income in San Fran- 
cisco, 30% in Minneapolis-St. 
Paul and 37% in Birmingham. 
San Francisco families spent 
16% of their food money for food 
and beverages consumed outside 
the home. Only 12% was spent 
away from home in the Twin 
Cities, 11% in Birmingham. 


NOAB Elects Ewald; 
Henry Stevens Heads 
Operating Committee 


New YorK—Henry T. Ewald, 
president of Campbell-Ewald Co., 
New York, has been reelected 
chairman of the board of the Na- 
tional Outdoor Advertising Bu- 
reau. John M. Paver was reelec- 
ted president and general manager 
of the bureau. 

Also elected was an operating 
committee headed by Henry M. 
Stevens of J. Walter Thompson 
Co. The committee includes H. H. 
Dobberteen, Benton & Bowles; E. 
A. Elliott, Fletcher D. Richards, 
Inc.; Fred H. Walsh, Newell-Em- 
mett Co.; R. M. Ganger, Geyer, Ne- 
well & Ganger; J. J. Hartigan, 
Campbell-Ewald Co.; John B. 
Hunter, N. W. Ayer & Son; John 
Johns, Batten, Barton, Durstine & 
Osborn and Edwin F. Wilson, Mc- 
Cann-Erickson. 

Retiring as a director and chair- 
man of the operating committee 
was Joe M. Dawson of Geyer, Ne- 
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Teleradio Mans Corner 


The New York-produced “Theater Guild of the Air” (Sun- 
days, ABC) pretty much out-Hollywoods Hollywood in the 
matter of “air credits.” It is a nice question how well the 
United States Steel Corp., the mere sponsor, manages to get 
into the crowded glee club photograph. 


At the sign-off for “Ah, Wilderness” your Teleradio Man 
counted (1) the Guild itself; (2) its co-producers, Lawrence 
Langner and Theresa Helburn; (3) the Guild’s own general 
executive, Arminda Marshall; (4) the program’s own gen- 
eral executive, Carol Irwin; (5) the studio director, Homer 
Fickett; (6) the script editor, S. Mark Smith; (7) the musical 
conductor, Harold Levey, and (8) Announcer Norman Bro- 
kenshire. It reminded us of nothing so much as the printed 
program of a Woman’s Club. Petunias by Mrs. Whoops-Bod- 
kin. 

Curiously enough, in all this generous crediting the writer 
was not mentioned. Perhaps he or she asked not to be. Writ- 
ers are peculiar sometimes. Maybe that’s the explanation. It 
would seem that none of the guild executive hierarchy ever 
makes such a request and indeed why should they if the 
sponsor is good-natured. Some writers charge intentional 
and habitual neglect of air credit on a majority of broad- 
casts, no time being left over after stars, featured players 
(often the whole cast) and a miscellany of supervisors and 
kibitzers receive credit. The hierarchy determines who shall 
and shall not receive the accolade of mention, and it seldom 
turns out that the executive hierarchy orders itself omitted. 


The “Theater Guild of the Air” happens to be the most 
noticeable example of extreme practice in this regard but a 
careful listener will not lack for many other instances of 
self-exploitation in credits. It was the guild which once upon 
a time gave air credit to its attorney-consultant, William 
Fitelson 


Of course, no radio program has ever managed the mag- 
nificence of the Noel Coward war picture, “In Which We 
Serve.” That was produced and presented by, directed by, 
written by, musical score composed by, and starring Noel 
Coward. 
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WFIL, Philadelphia, 


Forms College Network 
WFIL, Philadelphia, has formed 


the same agency and E. A. Elliott, 
of Fletcher D. Richards, were elec- 
ted directors. John Johns, vice- 


well & Ganger. R. M. Ganger of 


president of BBDO, was elected 
secretary~-treasurer. 


Ayres Gets Four Accounts 


Ayres Advertising, Inc., Lincoln, 
Neb., has been appointed to di- 
rect the advertising of Gooch Food 
Products Co., Lincoln; Lincoln 
Engineering School and Lincoln 
Engineering Co.; F.-D. Kees Mfg. 
Co., Beatrice, Neb., and “Top of the 
World” Fertilizers, Ogden, Utah. 


Waring Promotes Kyle 

Helen M. Kyle, district home 
economist in the midwestern ter- 
ritory, has been named home eco- 
nomics: director of Waring Prod- 
ucts Corp., New York. 


the Inquirer Collegiate Network 
with Temple University’s WRTI, 
University of Pennsylvania's 
WXPN and Swarthmore’s WSRN, 
as members. 

This service will enable the 
college outlets to exchange pro- 
grams and to carry some of those 
of WFIL, thereby greatly increas- 
ing their current broadcast day of 
five to six hours. 


Crosley Promotes Callahan 


Walter Callahan, formerly as- 
sistant general sales manager of 
WLW, Crosley Broadcasting Corp. 
station in Cincinnati, has been ap- 
pointed an assistant to Marshal! 
N. Terry, vice-president in charge 
of television at Crosley. 
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If you’re any judge of figures — 
sales figures ——- 7OG "ll pic ‘k the one 


spend one of the highest incomes 
among all big magazines on their biggest 


such prosperous families depend on 
Better Homes & Gardens for ideas. 
Is your story there for them? 


America’s First Service Magazine 


and her husband 
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Book Publishers 


Test Ads, Plugs, 
Selling in Ohio 


85 Sponsor Year Test 
to Find Ways to Hypo 
Sales and Reading 


New YorK—Midway in its year- 
long test of book promotion and 
distribution methods in Ohio, the 
American Book Publishers Coun- 
cil last week expressed itself as 
satisfied with the cooperation 
given by civic groups and as- 
sociations, and revealed that sig- 
nificant flaws in the pattern of 
book distribution were being un- 
covered. 

Most of what the Ohio Book 
Project turns up will only be re- 
vealed when the final report is 
written next September. 

The 85 publishers who are co- 
operating in the project are aiming 
to discover the size of the current 
market for books, how to expand 
it, how to sell more books, and 
what techniques of advertising, 
distribution and storekeeping are 
necessary to do the job. 


as The book publishing field in the 
past 18 months has been confront- 
ed with the disagreeable dilemma 
of rising costs and falling book 
sales. One thing the project knows: 
The number of habitual and con- 
tinuing book buyers is infinite- 
simal, statistically unimportant. 

Tests are being made of direct 
mail to new markets (like the 
farm market), and individual pub- 
lishers are trying new advertising 
techniques. The results from these 
ads are being funneled through the 
council, for the benefit of all pub- 
lishers. 

New techniques are also being 
applied to book publicity. Here 
the material comes direct from the 
council, and consists of packaged 
reviews and publicity. Most news- 
papers have neither a book review 
column nor a book page (and the 
council is not sure, actually, that 
book advertising and book re- 
views do best when confined to a 
book page); so every weekly and 
daily in Ohio is being sent the 
publicity packages. The council 
points out that supplying review 
copies to all newspapers would be 
prohibitive, but it hopes to develop 
more knowledge about effective 
publicity techniques. 


# Another objective of the test is 
to develop special orders. 

Special orders in book parlance 
means orders for books not in 
stock. Since there are some 80,- 
000 titles in print, with an addi- 
tional 10,000 titles added each year, 
the problem of a _ bookseller is 
fairly obvious. He can stock only 
a token quantity of the books 
available. 

The project is essentially one of 
research. In January the Columbus 
Farm Bureau Cooperative mailed 
t. 15,000 farm families a ques- 
tonnaire on reading and book- 
buying habits. The questionnaire 
a.ked where the families get the 
books they read, how they select 
tiem, what keeps them from read- 
lg more books, etc. 
The questionnaire grew out of 
conference held at Ohio State 
niversity in November, spon- 
red by the council and the 
iiversity’s department of edu- 
tion. The conference agreed that 
rm families’ reading was similar 

that of urban families, with 
vo notable exceptions—the ho- 
ogeneous vocational interest 
hich influences their reading 
rongly and the absence of book 
itlets in rural areas. 
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® Discussion found the conference 


agreed that limited income is no 
longer a factor in inhibiting farm 
reading, but there was (1) lack of 
information on current and estab- 
lished books; (2) lack of places 
in rural communities to buy books, 
and (3) lack of funds in rural 
libraries and schools for adequate 
book purchasing. 

Besides the questionnaire, the 
conference also suggested (1) a 
recommended list of books for 
rural readers; (2) investigation of 
possibilities of selling selected 
“one foot” bookshelves of child- 
ren’s books, reference books, cur- 
rent fiction and _ non-fiction, 
through some community dealer 
or agency; (3) cooperative pub- 
licity and promotion, and (4) es- 
tablishment of “bookmobile” book- 


store service in rural areas. 


The director of the project is 
Joseph A. Duffy, formerly sales 
promotion manager of Henry Holt 
& Co. It is a function of the Amer- 
ican Book Publishers Council’s 
distribution committee, whose 
chairman is J. Randall Williams, 
general manager and vice-presi- 
dent of MacMillan Co. 


Kimball Appoints Abelew 

Berne Abelew has been ap- 
pointed production manager of 
Abbott Kimball of California, San 
Francisco. He formerly held the 
same position with the San Fran- 
cisco staff of Biow Co. 


Payette Appointed A. M. 
Marcel Payette, national adver- 
tising representative of Le Devoir, 
Montreal daily, has been appointed 
advertising manager of the paper. 


Appoints Schram Agency 


Schram Co., Chicago, has been 
appointed to handle the advertising 
of Mutual Truck Parts Co., Chi- 
cago. Outdoor posters, trade pub- 
mail will be 


lications and direct 
used. 


Herberger Named A. M. 


L. E. Herberger has been named 
advertising manager of the feed 
department of Archer-Daniels- 
He 


Midland Co., Minneapolis. 


35 


formerly served the company as a 
territorial sales supervisor for the 
Archer feed department. 


ant you! Remember 
= WM. F. RUPERT 
RECENT | compiler of NATIONAL 


BIRTH LISTS EXCLUSIVELY 

for the past fifty years. 

90 Fifth Ave., New York 11 
CH 2-3757 


BIRTH 
LISTS 


SAVE 50% of your com- 

position cost 
on surveys, questionnaires, parts 
lists, price lists, directories, bulle- 
tins, service manvals. 


ACCURATE COMPOSITION SERVICE, INC 


Yon Metal Typtsctting 


Ph HA? 
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1. Vari-Typer DSJ 
2. IBM Proportional 
: Spacers 

3. Fototype 


4. Robotyped Letter 
Service 


$42 $. Dearbern $9 


9634 


KFAB, now in its third year 


of being BIG, will continue to do \ 
a BIG job for hundreds of advertisers 


in the BIG KFAB area. 


OMAHA, 


Represented by FREE 


& PETERS, INC. 


General Manager, 
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NEBRASKA 


HARRY BURKE 
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f WE CAN QUIT WORRYING WILMER. 
| JUST SIGNED A LEASE FOR GASOLINE ALLEY 
BEGINNING MARCH 27 IN 
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Why doesn’t some enterprising shirt manufacturer use 
transparent rigid Vuepak boxes imprinted with colorful ties 
to speed up sales. (A tie manufacturer could imprint a 
collar — to sell more ties!) 

Each packaged shirt becomes a realistic, eye-appealing 
presentation impelling examination, stimulating 
buying. Also, retail merchants will be enthusiastic 
because “‘safe-from-soilage’’ packages of Vuepak mean 
less mark-downs and fewer returns. 

Agency men, sales managers, sales promotion experts... 
here’s an idea to throw in at the next conference. Remem- 
ber, packages of Vuepak can be produced in fast, automatic 
fabricating machinery . may be printed, embossed, 
drawn, folded, combined with other materials. Leading 
box suppliers can supply full Vuepak information, or fill 


in the coupon below. viepak: nee Us Pat. off 


Hf 


FOR A BIGGER DOLLAR'S WORTH--BUY, USE MONSANTO PLASTICS | U 


MONSANTO CHEMICAL COMPANY 


Bie Seo Syne es ; Plasties Div., Dept. AAP 2, Springfield 2, Mass. 
: : ‘ ; Please send general information on Vuepak. 
My enclosed letter requests information on 
ONSANTO [ia 
. : Name Title 
‘ChemicaLs~ Plastics 
, et Company 
ae ~ 
as e we City Zone _ State 


SERVING INDUSTRY . 


. WHICH SERVES MANKIND 
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3 Manufacturers, 
Local Distributor 
Sponsor Video Show 


PHILADELPHIA—Three appliance 
manufacturers and the local dis- 
tributor for all three have signed 
a 13-week contract for a new local 
video show called “Sing My 
Name.” 

The unusual arrangement, under 
which Stewart-Warner’s television 
sales, Capitol steel kitchen furnish- 
ings and the Ironrite ironer sales 
organization will split the cost 
with Philadelphia Distributors, 


Inc., is scheduled for Thursday 
nights over WPTZ, beginning 
March 3. 


The show will be aired in the 
studio with two principals and four 
audience participants. It will air 
popular songs, and telephone re- 
spondents will be asked to identify 
the singer. If they miss, one of the 
four studio participants gets a 
crack at the giveaways. 

If the '13-week test stint proves 
successful, similar shows will be 
set up in other distributing areas. 

Cox & Tanz Radio Advertising 
handles the production. 


Abel & Bach Names Koehler 


Richard H. Koehler, formerly 
advertising manager of Vincent- 
McCall Co., Kenosha, Wis., has 
been named advertising manager 
of Abel & Bach, Inc., Milwaukee. 
He succeeds Hugh Sharp, who has 
resigned to join Advertising & Pub- 
licity Associates, Milwaukee, as 
account executive. 


Ellison Joins Kaufman 

Dade Ellison, formerly art di- 
rector of Triangle Advertising 
Agency, Chicago, has joined Kauf- 
man & Associates, Chicago agency, 
in the same capacity. The agency 
has been named to direct the ad- 
vertising of Ruby Chevrolet, Inc., 


Chicago, Chevrolet dealer. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON—Retail sales 
throughout the United States for 
the week ended Feb. 19 averaged 
8% below dollar volume for the 
same period last year. 

The Federal Reserve Board’s 
latest report showed that every 
Federal Reserve district recorded 
losses, which ranged from 2% in 
Atlanta to 37% in Philadelphia. 


DEPARTMENT STORE 
~ SALES INDEX 


1935-39 EQUALS 100 


Week to Feb. 19, °49* 
Week to Feb. 12, °49* . p238 
Week to Feb. 5, °49*.. . 231 
Week to Feb. 21, '48*. .249 
Week to Feb. 14, ’48*. .238 
Week to Feb. 7, °48*.. .240 


pPreliminary. 
*Not adjusted seasonally. 


.p229 


Richmond was off 4%; Cleveland 
off 6%; Boston, New York and 
Chicago were down 7%; and the 
St. Louis, Kansas City, Dallas and 
San Francisco districts all regis- 
tered 8% declines. 

The Philadelphia district’s 37% 
drop in sales volume, led by the 
city of Philadelphia’s astonishing 
46% decline, is largely explained 
by the curtailment of public 
transportation during the week. 

Only four cities showed gains 
in sales over the preceding year. 
New Orleans, filled with pre- 
Mardi Gras throngs, was up 28%, 
Washington 4%, Buffalo 3%, and 
Little Rock 2%, on the year-to- 


year comparison. 


% Change from } 94 


Federal Reserve 
District and City 
UNITED STATES .. 
Boston District ... 
New Haven ... 
aera 
Springfield 
Providence 


Newark 
Buffalo 


New York .......... 


Rochester 

Syracuse ...... 
Philadelphia District 

Philadelphia 
Cleveland District 

Akron 


Cincinnati 

Cleveland 

Columbus 

Toledo 

Pitteburgh ....... 
Richmond District . 


Washington .......... 


Baltimore ....... 
Atlanta District 
Birmingham 
Miami 
Atlanta ..... 
New Orleans 
Nashville ....... 
Chicago District .. 
Chicago ; 
Indianapolis ...... 
Detroit 
Milwaukee ...... 
St. Leuis District ... 


Little Rock .......... 


Louisville . 
St. Louis ..... 
Memphis 


Minneapolis District at a 


Minneapolis 
ae gic an 
Duluth-Superior 
Kansas City District 
Denver 
Wichita 
Kansas City 
St. Joseph 
Oklahoma City 
Tulsa 
Dallas District . 
Dallas 
Fort Worth .. 
Houston 
San Antonio . 


San Francisco District .. 
Los Angeles Area .... 


Oakland 
San Francisco ... 
Portland 

Salt Lake 
Seattle 


Y—Revised. 


City 


* Data not available. 
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on’t miss this | M 


from WSIX. 
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WSIX’s 60 BMB counties 
more than cover Nashville’s 
5l-county trade area. In this 


rich, farm-city-industrial market, 1,321,400 


00 
>) 


RK 


people* spent $654,888,000 in retail outlets last year. Don’t miss 


this important market. Sponsors report results year after year 


*projected from Sales Management May, 1948 


and WSIX-FM 


ABC AFFILIATE + 


5000 W 


* 71,000 W - 
National Representative: THE KATZ AGENCY, INC. 


* 980 KC 
97.5 MC 
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Public Interest 


lee Bio Decide Video 
“« FRule, FCC Says 


—* 


ar Decision Is Due Soon; 

$ Color Video Possible 

7 Now, Jones Insists 

4 WASHINGTON—Members of the 
Federal Communications Commis- 


37 sion promised Congress last week 
46 that they will be influenced “only 


4 by the public interest” when they 
10 sit down shortly to decide how to 
a unfreeze television. 

~4 Responding to a series of ques- 


4 tions submitted by Sen. Edwin C. 
7" Johnson (D., Colo.), chairman of 
-9 the interstate commerce commit- 
~* tee, commission members said they 
4 are aware that “important vested 
2 interests” want existing “down- 
1 stairs” technical standards carried 
! over to “upstairs” television. 

8 Then the commissioners quickly 


spective purchasers that the sets 
may become obsolete “poses a 
fundamental problem of the proper 
scope of the federal government 
in protecting consumers in the 
purchase of possible obsolete 
equipment,” the commissioners 
said. 


ws Asserting they are unable to 
make any recommendation, they 
claimed “new developments can- 
not be scheduled and therefore it 
is extremely difficult, if not im- 
possible, to determine when any 
piece of radio receiving equip- 
ment may become obsolete.” 
Commissioner Frieda Hennock 
filed a separate answer suggest- 
ing that set makers be required 
to indicate plainly whether any 
technical changes are under con- 
sideration which would “render 


the equipment less valuable.” 

Any risk taken by the public 
should be “a _ calculated risk,” 
Miss Hennock declared. 


NBC Transfers Strotz 

Sidney N. Strotz, administrative 
vice-president of National Broad- 
casting Co., New York, has been 
transferred permanently to Holly- 
wood because of the increasing 
importance of Hollywood as a 
national center for television as 
well as radio. For some time he 
has been dividing his time be- 
tween New York and _ MHolly- 
wood. 


Two Appoint Shrager Agency 

John Shrager, Inc., New York, 
has been named to direct the ad- 
vertising of Alvan Products Co., 
New York, mail order distributor, 
using newspapers and women’s 


magazines, and Psychology Read- 
er’s Association, New York, ethical 
bookseller to the medical profes- 
sion, using medical journals. 


WPIX Names Pollak, Rodner 


James S. Pollak, film man- 
ager of WPIX, the New York 
Daily News station, has been 


named program manager of the TV 
outlet and Ardien B. Rodner, for- 
merly president of Television Ad- 
vertising Productions, Chicago, has 
been appointed program coordi- 


37 


nator to serve as a liaison between 
the sales and program depart- 
ments. 


$.$. SPECIAL 
FRISKET CEMENT 


$5.00 per gal. $1.50 per qt. 
ARTEX ARTIST 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


Soot Movie Ads In Theatres Sel 


“TNEW Subscription Order Form... 


:§ Please enter immediately my subscription to 


+f Advertising Age for 


| I 1 One Year at $3.00 [| Two Years at $5.00 [| Three Years at $6.00 


—— SANS SENSIS SS FFF NOK ROI DAaor NVAOCOANWIANAON SCO eCNASCe KH Aaowk oc owe So 


* [] Payment enclosed [7] Bill me later [) Bill my firm 
—4 
+ J Name Title. 
—I1 
"| 9 Street 
City Zone State 


sums in television service. 

Commissioner Robert Jones, | 
former Ohio congressman, pro-| 
tested caustically that “the inven- | 
tor of the color television art does 
not now have the enthusiasm con- | 
sistent with the zeal ordinarily | 
growing from such a discovery.” | 


s Warning that “every day the 
problem of changeover becomes 
more severe,’ Commissioner Jones 
said he believes color television 
could be provided now. 

“I believe television will not be 
a full-grown industry until color 
iS provided,” he told Senator 
Johnson. “Color excites one of our. 
most responsive senses. A trav- 
‘logue in color, an oil painting 
reproduced in color, an advertise- 
ment for colorful clothing in color 
—what a difference in enjoyment 
the viewer would get.” 


lelible impression” may be a two- 


ess necessary but also more ob- 
ectionable. One might listen to 
ne identical record or 


eriod, but he would not enjoy 
ich a repetition of the same mov- 
,’ Commissioner Jones observed. 


* FCC members backed away 
‘om a suggestion that they re- 
uire set makers to warn the pub- 


c that changes in_ technical 
tandards were under considera- 
ion. 


While they admitted that con- 
erters “are not as satisfactory as 


Cc 

egular receivers,’ they insisted 
Cc hat most set owners would get a 
Cc ‘reat deal of usefulness from their 


ets even if extra channels in the 
upstairs” band are released to 
ipplement the existing “down- 
airs” system. 

The question of notifying pro- 
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He warned that television’s “in- | 
‘dged sword. “The indelible im-| 


ression not only makes repetition | 


music | 
undreds of times over a long | 


ea ea eee” 


STAGING UP-TO-THE-MINUTE STYLE SHOWS, pro- 
fessionally produced, for local dealers in hundreds of cities and 
towns is not the expensive and complicated job it may seem. Not 
for the Gernes Garment Company, makers of “Gay Gibson 
Junior” Dresses. They do the job expertly, simply and inexpen- 
sively with Spot Movie Ads in local theatres. 


LOCAL “GAY GIBSON” DEALER has his store featured in 
Spot Movie Ads shown in his local theatres. Each film becomes the 
retail dealer’s own personalized style show, staged for the cream 
| of his potential customers. And the theatre screen medium guaran- 
tees virtually 100% attention of those customers through sight, 
sound, action and demonstration—in color or black and white. 


GC tes o> NEW YORK CHICAGO NEW ORLEANS 
Sa ee seecoocoactags> 70 E. 45th St. 333-N. Michigan Ave. 1032 Carondelet St. 
"“[ocoacoassnesaaseesss® ®) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone: Magnolia 4545 
9 
G BU R EA KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. 400 Leader Bidg. 870 Market St. 
20, ga eees022092920000G, Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 6-6164 
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resses For Local Stores 


ig $071 


Pi 


“GAY GIBSON JUNIOR” SPOT MOVIE ADS are short 
features in the theatre’s regular movie program. They are like the 
fashion shows run as regular attractions, complete to special 
backgrounds, mood music and commentaries describing the 
newly-designed “Gay Gibson Junior” Dresses. Each is timely. 
effective and backed by the power of theatre screen advertisin. 


MOVIE ADVERTISING BUREAU members handle all details 
for the manufacturer. They arrange to sign up the dealers, help 
them select theatres, create the “‘trailers’”” which show the local 
Stores’ name on the screen, and handle theatre scheduling and 
billing. Bureau members can do the same for your product or 
service, in selected markets or on a national scale. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


NATIONAL OFFICES 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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A CAN QUIT WORRYING WILMER. % 
| JUST SIGNED A LEASE FOR GASOLINE ALLEY 
BEGINNING MARCH 27 IN 


) EDITION OF THE 
PITTSBURGH POST-GAZETTE 
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Oe Imprinted V UEPAK does a al 
“related selling” job for shirts 


Lor pretzels, blouses, candy, 


Why doesn’t some enterprising shirt manufacturer use 
transparent rigid Vuepak boxes imprinted with colorful ties 
to speed up sales. (A tie manufacturer could imprint a 
collar to sell more ties!) 

Each packaged shirt becomes a realistic, eye-appealing 
presentation impelling examination, stimulating 
buying. Also, retail merchants will be enthusiastic 
because “‘safe-from-soilage’’ packages of Vuepak mean 
less mark-downs and fewer returns. 

Agency men, sales managers, sales promotion experts... 
here’s an idea to throw in at the next conference. Remem- 
ber, packages of Vuepak can be produced in fast, automatic 
fabricating machinery . . . may be printed, embossed, 
drawn, folded, combined with other materials. Leading 
box suppliers can supply full Vuepak information, or fill 
in the coupon below. voepak: nee ae 

ea) 


fi —~ 
FOR A BIGGER DOLLAR'S WORTH—BUY, USE MONSANTO PLASTICS ba 


U.S Pat. Off 


eoeeeeensetenr7#ee#e#s#ee#ee#e#e#### @ 

ae , ‘ MONSANTO CHEMICAL COMPANY S 

fala ‘tie Plastics Div., Dept. AAP 2, Springfield 2, Mass. ¢ 

: ; Please send general information on Vuepak. ° 

”Y My enclosed letter requests information on e 

ONSANTO — na 

Name Title ° 

nan OC e 
CHEMICALS ~ Plastics i 

- Company . 

h ee tp . 

: ‘2 Be City __ Zone | State ° 


SERVING INDUSTRY... WHICH SERVES MANKIND 


3 Manufacturers, 
Local Distributor 
Sponsor Video Show 


PHILADELPHIA—Three appliance 
manufacturers and the local dis- 
tributor for all three have signed 
a 13-week contract for a new local 
video show called “Sing My 
Name.” 

The unusual arrangement, under 
which Stewart-Warner’s television 
sales, Capitol steel kitchen furnish- 
ings and the Ironrite ironer sales 
organization will split the cost 
with Philadelphia Distributors, 


Inc., is scheduled for Thursday 
nights over WPTZ, beginning 
March 3. 


The show will be aired in the 
studio with two principals and four 
audience participants. It will air 
popular songs, and telephone re- 
spondents will be asked to identify 
the singer. If they miss, one of the 
four studio participants gets a 
crack at the giveaways. 

If the'13-week test stint proves 
successful, similar shows will be 
set up in other distributing areas. 

Cox & Tanz Radio Advertising 
handles the prod 


Abel & Bach Ni 


Richard H. Ff 
advertising man 
McCall Co., Ke 
been named ad\ 
of Abel & Bach, 
He succeeds Hug 
resigned to join 4 


WASHINGTON—Retail sales 
throughout the United States for 
the week ended Feb. 19 averaged 
8% below dollar volume for the 
same period last year. 

The Federal Reserve Board’s 
latest report showed that every 
Federal Reserve district recorded 
losses, which ranged from 2% in 
Atlanta to 37% in Philadelphia. 


DEPARTMENT STORE 


SALES INDEX | 


1935-39 EQUALS 100 


Week to Feb. 19, °49* .p229 
Week to Feb. 12, °49* . p238 
Week to Feb. 5, °49*.. .231 
Week to Feb. 21, °48*. .249 
Week to Feb. 14, ’48*.. 
Week to Feb. 7, ’48*... 


pPreliminary. 
*Not adjusted seasonally. 
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Federal Reserve Figures on Department Store Sales 


1649 


% Change from | 94 
eek Endir ¢ 
Federal Reserve Feb. Feb. eb 
District and City 5 12 19 

UNITED STATES ..... —-4 0 
Boston District ... —2 9 —1 
New Haven ... —13 10 12 
SS 4 9 
Springfield ..... —14 7 aa 
OD Sica owaces —7 10 lf 
New York District. —s8§& —-4 ~7 
PE coubadas wesess —4 —2 li 
Buffalo ..... —10 6 3 
New York —8 r—6 4 
Rochester — 8 1 ~{ 
Syracuse ....... —15 —7 2) 
Philadelphia District r2 —8 37 
Philadelphia ..... rl —10 46 
Cleveland District --l 7 ~{ 
BROOM nccceces 17 2 14 
Cincinnati 1 3 10 
Cleveland 6 5 ~$ 
Columbus 11 9 ~4 
Toledo a —7 3 ~4 
Pittsburgh ....... —3 12 4 
Richmond District . 6 0 ~4 
Washington ........ 12 5 4 
Baltimore ...... l —7T ~4 
Atlanta District “7 7 2 
Birmingham -13 2 y 
eee —5 —6 -] 
Er 8 10 —13 
New Orleans . ota! 26 28 
Nashville ...... -10 12 —2] 
Chicago District .. —5 1 ~] 
CS EE ; --3 0 ~7 
Indianapolis ...... 7 3 =| 
a --4 8 -§ 

FIRST CLASS 
Permit No. 95 


(Sec, 510 P. L. & R.) 


CHICAGO, ILL. 


licity Associates 
account executivi 


USINESS REPLY 


Postage Stamp Necessary if Mailed in the United States 


CARD 


Ellison Joins K¢ 

Dade Ellison, 
rector of Tria 
Agency, Chicago 
man & Associate 
in the same cap 
has been named 
vertising of Rub 
Chicago, Chevro 


it’s yours via 


from WSIX. 


WSIX’s 60 BMB counties 
more than cover Nashville’s 


51l-county trade area. In this 


— POSTAGE WILL BE PAID BY — 


Advertising Age 
100 EAST OHIO STREET 
CHICAGO 11, ILLINOIS 


WSIX 


rich, farm-city-industrial market, 1,321,400 


people* spent $654,888,000 in retail outlets last year. Don’t miss 


this important market. Sponsors report results year after year 


*projected from Sales Management May, 1948 


and WSIX-FM 


ABC AFFILIATE 


5000 W 
* 71,000 W 


* 980 KC 
97.5 MC 


National Representative: THE KATZ AGENCY, INC. 
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Public Interest 
to Decide Video 
Rule, FCC Says 


Decision Is Due Soon; 
Color Video Possible 
Now, Jones Insists 


WASHINGTON—Members of the 
Federal Communications Commis- 
sion promised Congress last week 
that they will be influenced “only 
by the public interest” when they 
sit down shortly to decide how to 
unfreeze television. 

Responding to a series of ques- 
tions submitted by Sen. Edwin C. 
Johnson (D., Colo.), chairman of 
the interstate commerce commit- 
tee, commission members said they 
are aware that “important vested 
interests” want existing “down- 
stairs” technical standards carried 
over to “upstairs” television. 

Then the commissioners quickly 
added that they were “equally 
aware” that “other vested inter- 
ests’ would like to see new stand- 
ards “if for no other reason than 
that the disruption would make 
it possible for these vested inter- 
ests to postpone for as long as 
possible the necessity of investing 
additional sums in order to enter 
television.” 


s The commissioners, who have 
been considering various proposals 
for releasing additional television 
channels in the “upstairs” band, 
claimed there are ‘no insuperable 
obstacles” to the use of additional 
channels for television based on 
existing engineering standards. 
But they warned that higher 
quality black and white or color 
is hardly out of the laboratory 
stage, and that its introduction at | 
this time might reduce the in-| 
centive for investment of large 
sums in television service. 
Commissioner Robert Jones, | 
former Ohio congressman, pro- 
tested caustically that “the inven- | 
tor of the color television art does 
not now have the enthusiasm con- | 
sistent with the zeal ordinarily | 
growing from such a discovery.” 


# Warning that “every day the 
problem of changeover becomes 
more severe,’ Commissioner Jones 
said he believes color television 
could be provided now. 

“IT believe television will not be 
a full-grown industry until color | 
is provided,” he told Senator 
ohnson. “Color excites one of our 
nost responsive senses. A trav- 
logue in color, an oil painting | 
'eproduced in color, an advertise- 
ment for colorful clothing in color | 
-what a difference in enjoyment 
‘he viewer would get.” 

He warned that television’s “in- 

‘lible impression” may be a two- 

iged sword. 


~ 


ss necessary but also more ob- 
ctionable. One might listen to 
e identical record or music 


riod, but he would not enjoy 
ch a repetition of the same mov- 
.’ Commissioner Jones observed. 


FCC members backed away 
om a suggestion that they re- 
lire set makers to warn the pub- 
that changes in_ technical 
andards were under considera- 
on. 
While they admitted that con- 
‘rters “are not as satisfactory as 
‘gular receivers,” they insisted 
iat most set owners would get a 
‘eat deal of usefulness from their 
ts even if extra channels in the 
ipstairs’” band are released to 
‘\pplement the existing “down- 
§ airs” system. 
The question of notifying pro- 


“The indelible im-| 
‘ession not only makes repetition | 


indreds of times over a long | 


spective purchasers that the sets 
may become obsolete “poses a 
fundamental problem of the proper 
scope of the federal government 
in protecting consumers in the 
purchase of possible obsolete 
equipment,” the commissioners 
said. 


ws Asserting they are unable to 
make any recommendation, they 
claimed “new developments can- 
not be scheduled and therefore it 
is extremely difficult, if not im- 
possible, to determine when any 
piece of radio receiving equip- 
ment may become obsolete.” 
Commissioner Frieda Hennock 
filed a separate answer suggest- 
ing that set makers be required 
to indicate plainly whether any 
technical changes are under con- 
sideration which would “render 


the equipment less valuable.” 

Any risk taken by the public 
should be “a _ calculated risk,” 
Miss Hennock declared. 


NBC Transfers Strotz 

Sidney N. Strotz, administrative 
vice-president of National Broad- 
casting Co., New York, has been 
transferred permanently to Holly- 
wood because of the increasing 
importance of Hollywood as a 
national center for television as 
well as radio. For some time he 
has been dividing his time be- 
tween New York and _ Holly- 
wood. 


Two Appoint Shrager Agency 

John Shrager, Inc., New York, 
has been named to direct the ad- 
vertising of Alvan Products Co., 
New York, mail order distributor, 
using newspapers and women’s 


magazines, and Psychology Read- 
er’s Association, New York, ethical 
bookseller to the medical profes- 
sion, using medical journals. 


WPIX Names Pollak, Rodner 


James S. Pollak, film man- 
ager of WPIX, the New York 
Daily News station, has been 


named program manager of the TV 
outlet and Ardien B. Rodner, for- 
merly president of Television Ad- 
vertising Productions, Chicago, has 
been appointed program coordi- 


nator to serve as a liaison between 
the sales and program depart- 
ments. 


$.$. SPECIAL 


ARTEX ARTIST 
OfRED CEMENT 
CEnwot 63373 99-58 pergal. $1.25 pert. 


§.5. RUBBER CEMENT CO. 


314 N. MICHIGAN AVE., CHICAGO 1, ILL. 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. 
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for his dollar than any other 


medium in its field. 
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Spot Movie Ads In Theatres Sell 
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STAGING UP-TO-THE-MINUTE STYLE SHOWS, pro- 
fessionally produced, for local dealers in hundreds of cities and 
towns is not the expensive and complicated job it may seem. Not 
for the Gernes Garment Company, makers of “Gay Gibson 
Junior” Dresses. They do the job expertly, simply and inexpen- 
sively with Spot Movie Ads in local theatres. 
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ee ‘ 
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LOCAL “GAY GIBSON” DEALER has his store featured in 
Spot Movie Ads shown in his local theatres. Each film becomes the 
retail dealer’s own personalized style show, staged for the cream 


of his potential customers. 
tees virtually 100% attention of those customers through sight, 
sound, action and demonstration—in color or black and white. 


And the theatre screen medium guaran- 


sses For Local Stores 


ry wel 


er al 


“GAY GIBSON JUNIOR” SPOT MOVIE ADS are short 
features in the theatre’s regular movie program. They are like the 
fashion shows run as regular attractions, complete to special 
backgrounds, mood music and commentaries describing the 
newly-designed “Gay Gibson Junior” Dresses. Each is timely. 
effective and backed by the power of theatre screen advertisin7. 


MOVIE ADVERTISING BUREAU members handle all details 


for the manufacturer. They arrange 


to sign up the dealers, help 


them select theatres, create the “trailers”? which show the local 
Stores’ name on the screen, and handle theatre scheduling and 
billing. Bureau members can do the same for your product or 
service, in selected markets or on a national scale. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 


®"coae 


MOVIE ADVERTIS 


I 


| TELL 


NG BUREAU 


ascoeooOa000b ag 


write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


NEW YORK CHICAGO NEW ORLEANS 
7 70 E. 45th St. 333-N. Michigan Ave. 1032 Carondelet St. 
®) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone: Magnolia 4545 
KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. 400 Leader Bidg. 870 Market St. 


Phone: Harrison 5840 


NATIONAL OFFICES 


Phone: Main 9333 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 


Phone: YUkon 6-6164 
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Youthful Punch 
Displayed at 
NBC Meeting 


Cuicaco—If identification signs 
had not been placed at the en- 
trance to the meeting of the Na- 
tional Broadcasting Co.’s station 
affiliates last week, the casual 
passerby would have supposed 
that a youthful, fighting sales or- 
ganization was being whipped into 
trim for a fast-moving campaign 
to boost a new product. 

Gone was the relative compla- 
cency which had marked meetings 
of the NBC affiliates as recently 
as last September. The station 
executives listened carefully to 
Niles Trammell, network presi- 
dent, and Charles R. Denny, exec- 
utive vice-president, and applaud- 
ed them sincerely. 

There were no _ post-mortems 
about shows that have moved to 
CBS. Instead, Mr. Trammell and 
Mr. Denny talked about relatively 
low-cost shows which the net 
now is building, and the necessity 
for getting more advertisers into 
radio by offering better values. 
When they concluded, the station 
executives approved a resolution 
endorsing network policies, pro- 
gram plans and promotion cam- 
paigns. 


gw Wayne Coy, chairman of the 
Federal Communications Com- 
mission, told the group at a 
luncheon that the freeze on tele- 
vision applications will be lifted 
by July 30 and possibly as early 
as May or June. He said the FCC 
has received from seven to ten 
applications monthly since the 
freeze went into effect last Sep- 
tember, but that no priority will 
be given to papers filed during 
the freeze. 

In answer to questions, Mr. Coy 
said that the commission is now 
working on procedure for getting 
out of the freeze, studying com- 
mittee reports on such things as 
tropospheric propagation curves 
and methods for making sure that 
video will not become an exclu- 
sively metropolitan service. 

“If television is to be set up as 
a nationwide competitive system 
(and no one has yet said whether 
that means two, three, four or 
more stations per market), we are 
going to need more channels, and 
the only place to find them is 
in the ultra high-frequency 
bands,”’ Mr. Coy said. He made a 
personal prediction that the first 


commercial station in the UHF 
bands will be in operation by 
1950. 


One rather unhappy broadcaster 
proffered a query: “The govern- 
ment told us that FM radio was 
going to be a big thing, that we 
ought to get into it. Well, I spent 


DOUBLE the 


EYE-APPEAL 


c. 


8 YOUR VISUAL SALES MATERIAL 


ALBUMS OF CLEAR 
Use ACETATE ENVELOPES 


Covers are made of good looking, durable 
Bestex artificial leather. Stocked sizes are 
9"x 11" and 11'2"x 14”. Other sizes to 
order. Choice of Swing-O-Ring, Multiple 
Ring, and several other types of binding. 
Enhences ond Protects your Presentation! 
Acetate envelopes also supplied separately. 
Ask for quotation. 


GLENFIELD PLASTICS, INC. 
35 DeWitt St., Beaver Falls, N. Y. 
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$100,000 on a station and now 
everybody talks as if FM were 
ready for the graveyard. What’s 
the FCC going to do to help me 
get back my investment?” 

Mr. Coy lashed back: “It’s not 
a question of what the FCC will 
do. It’s a question of what the FM 
broadcasters will do and what 
they have failed to do.” He charged 
FM broadcasters with having 
failed to operate in the public 
interest, with operating a min- 
imum number of hours per day, 
and otherwise undercutting their 
own stations and FM itself. 


ws “The FCC may yet require FM 
stations to broadcast the full num- 
ber of hours per day and provide 
full duplication so that more peo- 
ple will have service through this 
improved medium. I intend to ask 
FCC to require FM operators to 
broadcast six hours daily for the 
first year, eight hours daily dur- 
ing the second year, and the full 
schedule thereafter.” ° 

With regard to the clear-chan- 
nel controversy, which Sen. Edwin 


Johnson (D., Colo.) promised to 
take out of FCC’s hands (AA, Feb. 
7), Mr. Coy said “we intend to get 
out a decision by May 1,” but 
added that “I can’t promise you 
that it will stand, of course.” 


e As for future NBC program- 
mjng, the affiliates heard that the 
net may relax its rule which con- 
fines mystery shows to the later 
hours of the evening, and is plan- 
ning a new, flashy give-away 
show for Sunday evenings. 

Harry Kopf, administrative vice- 
president in charge of programs, 
announced that 11 advertisers, 
currently using other webs, have 
made overtures to NBC. In addi- 
tion, Mr. Trammell declared that 
the Phil Harris-Alice Faye show 
would stay put through the 1950 
season; that Fibber McGee & 
Molly will stay with National, 
and that Bob Hope, “Mr. Dis- 
trict Attorney,” and “Duffy’s Tav- 
ern” also will remain in the fold. 

Tom McCray, national program 
director, listed as typical of the 
“new programs” which NBC has 


available for immediate broadcast: 
Dean Martin & Jerry Lewis; Hen- 
ry Morgan; Charles Boyer in a 
dramatic series; Jose Ferrer in a 
similar series; “Four Star Play- 
house,” with Rosalind Russell, 
Olivia de Havilland, Cary Grant 
and Edward G. Robinson. 

Also, James Mason and Pamela 
Kellino in a series of skits; a series 
based on “The Man Who Came to 
Dinner”; the James Thurber- 
Goodman Ace comedy series, “My 
Life and Hard Times”; Douglas 
Fairbanks Jr. in a series filled 
with action, sword play and sun- 
dry romancing; Dick Powell 
with a revised “Richard Rogue” 
adventure series; and skits fea- 
turing Kenny Delmar as “Senator 
Claghorn.” 


w Carleton D. Smith, director of 
NBC television operations, sketched 
the extension of AT&T’s coaxial 
cable net as follows: Wilmington 
by July 1; Hartford in August; 
Boston-to-Providence in Septem- 
ber; Rochester, Erie, Lancaster, 
Utica, Syracuse, Columbus, Day- 
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ton and Cincinnati in the 1s 
quarter of °49; Los Angeles to § in 
Francisco by Jan. 1, 1950; Harr s- 
burg-Norfolk by early 1950; aid 
St. Louis-Memphis by May, ’50 

Indianapolis will be added to ‘he 
net in March of 1950, Ft. Wayne in 
May; Johnstown, Reading nd 
York during September, Louisv |e 
in October; circuits from Chic: go 
to Des Moines and from Chic: go 
to St. Paul-Minneapolis by lite 
1950; and a coast-to-coast net in 
1953 “if all goes well.” 


Universal Sets April 
Drive for New Iron 


Landers, Frary & Clark wil] 
Jaunch a campaign in April for the 
new Universal Beam-O-Lite iron, 
featuring a headlight to reduce 
eye-strain, in Farm Journal, La- 
dies’ Home Journal, Life, McCall's 
and Sunset. Newspapers in 100 
markets also will be used. 

For a period of 60 days begin- 
ning April 1 every iron will be 
offered with a snug-fit ironing 
board cover at no extra charge. 
Goold & Tierney, New York, is 
the agency. 


eed 


? CHINCHILLA 


..+ found in Peru, Chile, Bolivia, Argentina. 
Small pelt, pearl grey in color. . . 


one of the costliest of furs. 


NUTRIA 
... natural to South America, 

imported and thriving in Louisiana 

... smaller than beaver, with similar fur. 


‘liny rodent, 


She brought her husband along to help her 
select a fur coat. 
She’d ask him, “How do you like this one, 
dear?” And he'd say, “All right, I guess.” 
After a while, he said, “Why don’t you 
try on that good looking grey coat?” 
The salesman promptly eased her into it 
“You have such good taste, Herbert!” sh: 
said. He thought so, too, and took a fast peck 
at the price tag. 
When he recovered consciousness, he said, 
‘Holy jumpin’ jupiter—$ 24,000 for a fur coat! 


.. «Chinchilla? What’s chinchilla?” 


From any standard reference work, you 
learn that the chinchilla is a rodent . . . same 
family as the despised domestic rat, also the 
rabbit, muskrat, beaver, nutria, squirrel, mole 
..-all fur coat candidates, yet none so highly 
prized and priced currently as the chinchilla. 

Rare, 
chinchilla is only eight inches high on its hind 


hard to get, tough to cultivate, the 


legs, fifteen from nose to tail tip ... herbivorous, 
no meat eater...natural habitat the high Andes 
where food is scarce, the air thin, and the cold 
constant and extreme at times. 
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/RF Completes Ist 
Canadian Survey, 
on Transit Ads 


New YorK—The Advertising 
Research Foundation has com- 
pieted its first Canadian survey, 
which covers transportation ad- 
vertising in Winnipeg, Manitoba. 
The foundation expanded its ac- 
tivities into Canada at the invi- 
tation of the Association of Can- 
adian Advertisers and the Cana- 
dian Association of Advertising 
Agencies. 

The survey was conducted in 
October and December of 1948. 
Alfred Politz Research, Inc., the 
organization which works on the 
U. S. transportation advertising 
surveys, trained a Canadian re- 
search company for the study. In 
addition, the Winnipeg operation 
was closely guided by the Politz 
organization and the foundation. 

Six of the 12 ads measured in 
the survey were of products ad- 
vertised and sold in this country. 


They are Tide, Bromo-Seltzer, 
Kleenex, Lipton’s tea, Maxwell 
House coffee and Swift’s Brook- 
field sausage. 


King to Address CIAA Meeting 


The Chicago Industrial Adver- 
tisers Association will have How- 
ard N. King, vice-president and 
director of typography of the 
Maple Press Co., York, Pa., and 
typographic counselor of Inter- 
type Corp., Brooklyn, as its guest 
speaker at a dinner meeting March 
14 at the Builders Club, Builders 
building, 228 N. LaSalle St., Chi- 
cago. The subject of his talk will 
be “Advertising Needs the New 
Look.” In addition, the latest 
methods of offset duplicating, us- 
ing a Vari-typer and Miultilith, 
will be demonstrated. 


Mutual Names Peterson 


Edwin R. Peterson has been ap- 
pointed manager of the central 


division of the Mutual Broad-| 
casting System with headquarters | 


in Detroit. He formerly was an 
account executive in the Chicago 
office of American Broadcasting 
Co. 


DANOR UES 
REMOVER 
SHAMPOG 


Use Your Head... Save Your Hair...Here’s How.. 
Le YOUR CHOICE OF TWO FIT CH SPECIALS, 


AT DRUG COUNTERS EVERYWHERE 


FITCH ADDS DAILIES—This is one of the large-space newspaper ads F. W. Fitch Co., 

Des Moines, will run in its first extensive use of that medium. The two 

will be promoted, starting March 27, via selective radio and color comics sections 
(AA, Feb. 28). Campbell-Mithun, Chicago, is the agency. 


“specials” also 


NARSR Names Meeker 

Robert D. C. Meeker, president 
of Robert Meeker Associates, New 
York, has been named vice-pres- 
| ident of the National Association 
of Radio Station Representatives, 
succeeding Adam J. Young Jr., 
| who resigned. 


WDSU Appoints Read 


Louis Read has been appointed 
commercial manager of WDSU 
Broadcasting Services, New Or- 
leans. He formerly was general 
manager of WABB, Mobile, Ala. 
WDSU has AM, FM and TV out- 
lets. 


BEAVER 


. . largest rodent, up to 30 pounds, 
aquatic, lives in cold climates... 
undercoat very fine, a valuable fur. 


living high... 


The chinchilla has more radiation surface 
for its size than large animals, often burns up 
its own weight in food per day. With a 
limited, low calory food supply . . . the small 
animal survives because of its natural, extra 
insulation . . . the finest, softest, warmest fur 
in the animal kingdom... Which explains why 
chinchilla coats come high! 


Nor even small children confuse the 
rodents, but adult advertisers often flunk on 
farmers... genus homo, alike in looks, similar 
in weight, size and surface, but economically 
varied as bunny, beaver, mole or muskrat! 

They put the producers of apples, cherries, 
cheese, citrus, colts, cotton, flaxseed, hay... 
mules, pecans, potatoes, pork, seed corn, slash 
pine, sorghum, soup greens, sugar beets... 
tobacco, watercress, wine grapes, or winter 
wheat, in the same “farmer”’ file ...and figure 
farm prosperity by national averages rather 
than localized instances! 

The best farmer, like the chinchilla, is the 
product of circumstances . . . And the best US 
farmer is found in the great central valley 
where the glaciers gave the Heart States a 
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SQUIRREL 
. . rodent that took to trees, 
hibernates, many species... 
best pelts, grey; brown and red, poor. 


MUSKRAT 
. - aquatic, prolific. . 
Hudson Bay to Chesapeake... 
soft, dense fur, variously dyed 
and named... 


. habitat 


very popular. 


head start with the heaviest soil deposit, a 
temperate climate, well spaced seasons. Here 
are the country’s best farmers, with heaviest 
individual investments, the most machinery, 
the largest livestock holdings, and the highest 
yields, best incomes. 


more at 
RABBIT 

common to most countries, 
pelt varies in size, quality, 
color. . . cheapest of furs. 


Or SE’s 1,200,000 subscribers .. . 
than a million living in the fifteen Heart States 
average about $10,000 in gross income ($4,000 
above the US farm average) .. . represent the 
top bracket of farm buying power. And SF has 
a larger proportion of subscribers living on 
farms than any other farm magazine. 

Eight years of unprecedented prosperity, 
with savings at peak, diminished debts . . .make 
these SF families one of the best class markets 
in the world today, spending billions for farm 
a market brushed 


business and homes... 
lightly by general media, majority covered by 
the farm magazine that has best served the 
best farmers for more than forty years! ... 
Details at any SF office . .. 

SuccessruL Farminc, Des Moines, New 
York, Chicago, Detroit, Cleveland, Atlanta, 
San Francisco, Los Angeles. 


RAT 
.. grey or brown, 
destructive scavenger, 
plague carrier, fire hazard 
.. fur of no value. 


“Scccessrur €P FARMING 


| ‘Chicago Tribune’ 
Issues ‘48 Census 
of Retail Outlets 


Cuicaco—Sales strategy 
proviced with a new tool 


was 
last 
week as the Chicago Tribune re- 


leased “Your Retail Link,” the 
newspaper’s own 1948 census of 
retail outlets in metropolitan Chi- 
cago. 

The study, completed recently 
at a cost of more than $25,000, 
was launched last summer by the 
sales development division of the 
Tribune’s general advertising de- 
partment. A crew of 21 college un- 
dergraduates, culled from several 
hundred who answered a Tribune 
classified ad, worked with division 
members in conducting a total of 
36,458 in-the-store interviews. 

Using a_ saturation, block-by- 
block method, the interviewers and 
supervisors classified all food, 
drug, liquor, women’s and men’s 
clothing, shoe, furniture, floor cov- 
ering, appliance and paint stores 
within the city’s 40-mile retail 
trade zone. The study determined 
the store size, type, selling area, 
items stocked, brands carried (in 
six of the ten classifications), num- 
ber of employes and volume of 
business. Pre-testing, executing 
and actual tabulating results of 
the study took six months. 


# Liquor stores outpaced the field 
in total number, the study showed, 
with 12,369 outlets in this area. 
Other totals were: Food, 11,697 
stores; women’s clothing, 2,608; 
appliances, 2,013; drug, 1,834; 
paints, 1,753; men’s clothing, 1,396; 
shoes, 1,348; floor covering, 762, 
and furniture, 678. 

As a result of the study, the 
Tribune has compiled a list of all 
dealers’ names and addresses in 
route-list order by type of outlet, 
with information on volume 
rating, number of employes, sell- 
ing area, type of ownership (chain 
or independent), and major de- 
partments and commodity lines. 
It also has compiled summary data 
of outlets in each of the Tribune’s 
37 major sales areas, as well as 
brand information on men’s cloth- 
ing and furnishings, furniture, 
paint, appliances and shoes. 

Advertisers are offered coded 
retail directories, based on this 
data, at a charge of $50 for each 
list. The general study, “Your Re- 
tail Link,” is priced at $10 a copy. 


(Advertisement) 


Getting Ahead in Business 


| Rupert Thomas, who has been elected 
| vice-president of Walter Weir, Inc. Mr. 
'Thomas has been reading The Wall 
| Street Journal regularly for years. He 
and 23,508 other vice-presidents in the 
American business scene, coast to 
coast, (of a total audience of 223,641 
business leaders) are aided in making 
| their decisions by reading America’s 
| only national business daily. 
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Companies 


(Continued from Page 1) 
petitive postwar economy. 


s AA sent the survey form and an 
accompanying letter to the execu- 
tives of 400 companies early last 
December. A total of 117 responded. 
Two said company policy pre- 
vented disclosure of any of the 
data. One respondent said that 
while he admired AA’s efforts, in a 
big organization like his “a lot of 


Names and addresses 15, 173 
County agents, Home Demon- 
stration agts., USDA, State 
Extension Personnel, many 
other ag. le 2% 

200 pages. No ~ & like it! $5. %6 
——- Cheek or money order. 


Coun m | Agonts Directory 


CHICAGO 2, nUwors 


Ne. 


punector" a 


943 


Tell Why 


They Change Agencies 


people are always involved in an 
important decision; we have our 
own ways of going about things 
and we seldom talk about them. 
I just don’t feel like sticking my 
neck out and trying to answer 
your questions,” he explained. 
The carefulness with which 
many of the executives filled out 
the survey forms, and their inter- 
est in receiving copies of the sur- 
vey results, emphasized a tacit 
agreement that this subject—“How 
to Pick an Advertising Agency”— 
is one of the most important prob- 
lems that can confront any com- 
pany. The respondent who wouldn’t 
risk “sticking my neck out” con- 
sidered the questions “orderly and 
pertinent.” The advertising director 
of a major liquor manufacturer 
commented: “In my opinion, a 


— 51.9% are business owners. . 
ecutives... 
taxes on their own homes... 


> IT'S GOOD BUSINESS 
TO GET THE GOOD WILL 


OF 950,000 Zils 


If you have a message to tell, as well as a product to sell, you'll find 950,000 
active Elks a prime audience. For Elks are believers in the American way of life 


. 46.1% are administrative and operating ex- 
11.6% are professional men. Elks are firmly rooted— 68.9% pay 
92.6% invest in life insurance... 


and their median 


annual combined family income is $5,472.33. Write or phone for full informa- 
tion revealed by Stewart Dougall survey. 


YOU'LL SELL IT...4F YOU TELL IT IN 


THE 


MAGAZINE 


NEW YORK ° 
DETROIT . 


CHICAGO 
LOS ANGELES 


most excellent questionnaire.” 


a One company spokesman, how- 
ever, declared: “Your question- 
naire almost makes it seem as 
though choosing an agency were 
a simple matter which, unfortun- 
ately, it isn’t. There are many 
sidelights and countless meetings 
which cannot be put on paper, 
although they do have a bearing 
in making a final choice.” 

While the list of names AA com- 
piled from its files did not include 
all of the companies and organiza- 
tions which effected agency changes 
during 1948, it nevertheless com- 
prised a substantial sample of the 
entire year’s shifts. Every section 
of the country is represented in 
the returns, and every size adver- 
tiser is included. 

Of the 25%-plus return on the 
entire survey list, those companies 
whose advertising budgets were 
less than $50,000 last year made 
up 27% of the group. The other 
firms were represented, percent- 
agewise, in these budget groups: 
$50,000-$100,000, 13%; $100,000- 
$250,000, 28%; $250,000-$500,000, 
13%; $500,000-$1,000,000, 6%, and 
more than $1,000,000, 13%. 


es Of all the respondents, 76% 
merchandise goods and services in 
consumer fields; 15% reported 
their business is primarily indus- 
trial, and the remaining 9% are 
engaged in both fields. These ad- 
vertisers market a wide variety of 
products in almost all major classi- 
fications, ranging from paint to 
plows, tobacco to transportation, 
sporting goods, food and drugs, 
automobiles, life insurance, appli- 
ances, clothing, trailers, bicycles, 
furniture, home furnishings, office 
equipment, soap products, jewelry, 
building materials, liquor and 
beverages, etc. 

Three advertisers revealed that, 
although they made changes last 
year, they were in the process of 
choosing still another agency for 
their accounts. 

One, a state department of com- 
merce and industry, explained that 
its advertising committee asked for 
and received presentations from all 
leading agencies in the state, but 
had delayed a decision and was 
operating without benefit of an 
agency. It has allocated $120,000 
for publication space, tourist and 
industrial literature, and other ex- 
penses. 


s A sportswear manufacturer said 
it had added a new product to 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 
(Period ending December 31, 1948) 


3,031 


Is ‘mass magazine” space getting too costly 
for your men’s product budget? 


LOOK AT 
THESE FACTS 


THE AMERICAN 


LEGION 


1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass 
magazine,’’ says Starch. 


2. The American Legion Maga- 
zine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


full details to: 


1 Park Avenue 
New York City 


If these facts intrigue you, 
drop a‘‘collect wire’’ for 


Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 


5838 


ex 


LEGION 


AGATINE \ 
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Why Accounts Change Their Agencies 


Here are the principal reasons given by 117 accounts of all sizes 
and characteristics who made an agency change during 1948: 
were dissatisfied with the agency’s service or quality of pro- 


8 said the agency was “too far away.” 
8 said the account executives changed agencies. 
6 wanted “specialists” or agencies more familiar with thei: 


said they wanted fresh ideas, fresh approaches. 

said they added new products or bought additional businesses 
said the agency was “too large.” 

said the agency went bankrupt or closed. 

said the agency wasn’t keeping pace with the firm’s expandin; 
business, or merchandising changes. 

said they added agencies for new product lines or divisions 
said they wanted better sales and marketing plans. 

said their own company managements changed. 

said they wanted greater direct mail experience. 

said the agencies tried to handle competing accounts. 


—= 


handling of production costs. 
account to single or fewer agen- 


its line and retained the agency 
which previously worked on that 
account. It was searching, how- 
ever, for an agency experienced in 
its consumer field and requested 
any suggestions AA might have. 
ADVERTISING AGE did the best it 
could in making recommendations, 
but explained its natural reluc- 
tance to adopt such a practice as 
part of its regular service to sub- 
scribers. 

“What was the primary reason 
or reasons for the change, earlier 
this year, in your advertising 
agency setup?” was the initial 
question put before company exec- 
utives. Their responses are de- 
tailed in this article, the first of 
a series of seven covering the 
survey. 

The answer was terse for three 
of the firms: “Our agency went 
bankrupt.” One, an “Under $50,- 
000” account in the insurance field, 
said it still wants to learn more 
about agency-client relationships, 
“especially as to billing procedures, 
etc.” Another, a $500,000-$1,000,- 
000 account in the industrial field, 
is well satisfied with its new choice 
and has some_ well-formulated 
ideas about. selecting another 
agency, should that ever be neces- 
sary. 


@ Ranking high on the list of rea- 
sons for advertiser-agency breaks 
is this one, expressed in varying 
terms: “Dissatisfaction with the 
work and attitude of our agency.” 
Only one company specifically 
mentioned a “clash of personali- 
ties.” Two said they would not 
work with an agency which tried 
to handle a competing account. 
Only one said the previous agency 
dropped its account. 

Shifts were made primarily, 
other firms said, because they felt 
the agency was not keeping pace 
with the advertiser; because they 
wanted, and weren’t getting, a 
“fresher approach,” better ideas 
and more useful research; because 
they needed “better marketing 
sense” on the agencies’ part, and 
because the agencies couldn’t orig- 
inate merchandising plans. 


a Changes in the top management 
of companies led to two of the 
agency shifts. Eight other firms 
turned to new agencies—or added 
agencies—because of expanding 
product lines and new advertising 
plans. One multiple-agency adver- 
tiser cut its “stable” in half, and 
another decided to turn all the 
work over to a single agency 
rather than divide the account as 
previously. 

Complete satisfaction with and 
loyalty to account executives was 
expressed by eight of the com- 
panies which decided to go right 
along with him when he shifted 
to a new agency or set up his own 
company. 

Eight respondents said they 
made a change in order to work’ 
with an agency closer to their 
home base; they found distance an 


important factor in speeding ad- 


vertising and merchandising plan; 
to completion, effecting quicker 
changes in these plans, and assur- 
ing more frequent personal con- 
tacts. 


a Four companies made changes 
because they believed things would 
work better, on the whole, with 
smaller agencies. One set out de- 
liberately to retain a larger one. 

Costs of agency service were 
paramount to two firms which said 
they disapproved of the handling 


of production costs and__ that 
charges for “extra services” were 
too high. 


Here are some of the comments 
the company executives made in 
the various ad budget classifica- 
tions: 


Under $50,000 Ad Bracket 


A food manufacturer: “Our ac- 
count executive took another posi- 
tion; then the agency dropped our 
account—our appropriation _ too 
small for them.” 

A household products manufac- 
turer: “We wanted fresh ideas to 
help us introduce our new for- 
mula.” 

A growers’ association, concen- 
trating on public relations: “Our 
previous agency was too large for 
our needs. They gave us little at- 
tention and plenty of red tape, 
while we were used to the per- 


sonalized service of a _ small 
agency.” 
Farm equipment maker: “For- 


mer agency too large and too in- 
terested in just ‘space’ advertising 
to do satisfactory job on sales 
promotion literature and program.” 


ws A hosiery manufacturer: “Felt 
that a change would be helpfu! in 
our advertising efforts. Newer, 
fresher approach, and newer ideas 
especially. Also reasoned a local 
agency might offer many conveni- 
ences not possible with our pre- 
vious (out-of-town) connection.” 

Another food manufacturer: To 
obtain merchandising and sales «d- 
vice from an agency which had 
worked with accounts similar to 
ours.” 

A sporting goods manufacturer: 
“We needed an agency with gre: te! 
direct mail experience.” 

A housewares maker: “Our c- 
count executive left and his rew 
agency couldn’t handle our xX- 
count because of conflict with ot .er 
accounts, and I didn’t feel oth-rs 
in the agency could satisfy.” 


$50,000-$100,000 Ad Budge 


A leather goods manufactur: 
“We went along with our acco nt 
executive in his change of ag: n- 
cies. We felt that we had inves ed 
a lot of time in his training and \¢ 
didn’t want to retrain a new ma © 

A midwestern compan 
“Former agency was not keep! : 
abreast of changes in merchand - 
ing picture as far as furniture 
concerned.” 


e A cleanser manufacturer: “Ov 
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for ner agency was too large for 
ou small account. We did not 
thi kK we were getting top brains.” 

lighting equipment maker: 
“N-w products—going into a dif- 
ferent field, requiring different 
sa! s methods.” 

drug company: “Old agency 
no giving service as formerly.” 


$1 00,000-$250,000 Budget Group 


in office equipment manufac- 
turer: “Only a group which was 
conpletely familiar with our prod- 
uct, competition, market and sales 
approach, could handle our ac- 
count. Our former agency could 
not afford to specialize on our ac- 
count—all their others were in- 
dustrials.” 

A radio manufacturer: “Previous 
agency had been losing closeness 
of contact, becoming more the peo- 
ple who were called when needed, 
rather than part of our organiza- 
tion. Fault was partly ours, I be- 
lieve.” 

An industrial advertiser: “We 
changed agencies on part of our 
account because our former agency 
had accepted a competitive ac- 
count. Our former agency did very 
little work on the remainder of 
the account after we made the 
change . . . we changed the re- 
mainder to our new agency.” 


s An automotive manufacturer 
who shifted from an out-of-state 
agency to a local one: “We felt 
we could get more and faster serv- 
ice from a smaller agency, to 
which our account would be more 
important. This is not my personal 
opinion, but represents concensus.” 

A producers’ association: “We 
changed because it was felt that 
the agency was slowing down, be- 
coming unproductive of selling 
ideas, and generally failing to pre- 
sent effectively strong advertising 
messages in behalf of the product.” 

An office equipment maker: “To 
secure an ‘over-all’ advertising 
service. Apparently very few agen- 
cies specialize in this type of serv- 
ice for accounts having sales 
problems comparable to ours.” 

A farm hardware manufacturer: 
“To further research on our prod- 
ucts.” 


$250,000-$500,000 Ad Group 


A manufacturer: “We didn’t feel 
that we were getting good agency 
service or our money’s worth.” 

A consumer goods producer: 
“Dissatisfaction due to lack of 
creative ideas, creative thinking 
and general service at the source; 
that is, within the agency itself 
rather than with the account exec- 
utive.” 

A paper goods manufacturer: 
“Inadequate account executive and 
creative talent. Lack of deep in- 
terest in our requirements. Charges 
for extra service too high.” 

A clothing manufacturer: 
“Needed a fresh, broad viewpoint 
for problems connected with main- 
taining leadership in our product 
field.” 


2 A food manufacturer: “The 
‘ormer agency was not keeping 
vace with our rapidly expanding 
/usiness, and was not equipped to 


render many services properly. It 
was too far away to give us as 
much personal contact as we 
needed, although it conscientiously 
tried to do so.” 

A manufacturer of both indus- 
trial and consumer items: “After 
several attempts to secure a cap- 
able account executive through 
agency management, one was 
placed on our account. He was 
not permitted to spend the time 
required. Agency wanted to earn 
ratio of $4 to $1 paid account 
executive . = 


$500,000-$1,000,000 Ad Budgets 


A brewer: “We felt our company 
had outgrown our former agency— 
that our account required services 
they were not organized or 
equipped to render.” 

A transportation firm: “It fol- 
lowed a change in our top man- 
agement. Certain executives who 
had been dissatisfied with the old 
agency on the basis its postwar 
art and copy were wrong, per- 
suaded the new management a 
change should be made. The basic 
disagreement over art and copy 
stemmed from whether the prin- 
cipal emphasis should be on (the 
kind of carrier) or destination .. .” 

A manufacturer of home build- 
ing supplies: “We bought out an 
existing company and retained the 
agency which that company had 
been using on its product. Our 
agency on other products was not 
changed.” 

Another beverage manufacturer: 
“We added an agency to take care 
of special advertising—really not 
‘another’ agency but a replace- 
ment for a previous firm whose 
personnel broke up.” 


Over $1,000,000 Ad Group 


A drug manufacturer: “To ob- 
tain a better advertising program. 
Good advertising service costs no 
more than poor service—15%!” 

A manufacturer serving both 
industrial and consumer fields: 
“Company operations had grown 
too large and complex to warrant 
proper handling by one agency, as 
was previous practice. Company’s 
several widely different divisions 
and products required comprehen- 
sive services of new, properly 
qualified agency groups.” 


s Another industrial-consumer ad- 
vertiser: “Agency change was 
made at a time when we were 
likewise changing our radio show 
from—. It was our feeling that 
the new agency could very ade- 
quately handle the program and 
the [network] contacts in Holly- 
wood —that their employment 
would result in an improvement 
in our commercial _ structure. 
Frankly, we had lost confidence in 
{former agency’s] radio depart- 
ment.” 

A drug manufacturer: “Poor 
servicing of the account. Mediocre 
results from advertising tests.” 

An eastern company: “To gain 
advantages of consolidation of 
more advertising activities in the 
hands of fewer agencies. In the 
past four years we have reduced 
the number of our agencies from 
eight to four.” 


Evanston’s good, 
Fort Wayne's better! 


With family 
Evanston, Iil., 


spendable 
(that’s somewhere out around 
Chicago, | think) . . is a good town. Among U. S. 
cities it ranks 22nd highest. 
$6,757 per family ranks 7th highest. 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


Fort Wayne, Indiana 
ALLEN-KLAPP CO... . NEW YORK... CHICAGO. . . DETROIT 


income of $6,395, 


Fort Wayne with 


W/Z's January Sales 
Increase 18% over ‘48 

January revenues for WJZ, 
ABC’s New York station, were up 
18% over the corresponding 
period for a year ago. The station 
reports the signing of 11 new ac- 
counts, five of which will start 
this month and next. 

New advertisers are American 
Cigaret & Cigar Co., Richard E. 
Thibaut, Inc., F. Schumacher & 
Co., Garfield-Williamson, P. Loril- 
lard Co., Doubleday & Co., General 
Baking Co., Nestle’s Milk Products, 
Seeck & Kade, and Southern Rice 
Sales Co. 


Auto-Lite Names Rork 


C. F. Rork, who has been with 
the export sales promotion division 
of Electric Auto-Lite Co., New 
York, since 1946, has been ap- 
pointed sales promotion manager 
of that division. 


RCA Victor Shifts Mills 


Allan B. Mills, merchandise 
manager, has been appointed gen- 
eral sales manager of the home in- 
strument department of RCA Vic- 
tor division, Camden, N. J., suc- 
ceeding Henry G. Baker, who has 
been made general manager of the 
department. H. M. Rundle, in 
charge of home instrument styl- 
ing, has been appointed to replace 
Mr. Mills as merchandise manager. 


WHOM. New York, Enters 
Recording Business 


WHOM, New York’s foreign 
language station, has set up a 
subsidiary firm, Coastal Recording 
Co., to make recordings and tran- 
scriptions. Tom Kelleher, formerly 
of WOR, New York, will be re- 
cording manager for the company, 
which will have offices in WHOM’s 
studios at 136 W. 52nd St. 
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Timber Structures Names Slay 


Marvin Slay, formerly with 
Conner Advertising, Denver, has 
been appointed advertising man- 
ager of Timber Structures, Inc., 
Portland, Ore. 


“I belong on the 
Top Roost 


of your 


Farm Magazine 
List” 


: says 
Billionaire Biddy 


Ever watch poultry farmers’ trucks rolling to market? 


POULTRY 


NATIONAL FARM MAGS. @ 


SECTIONAL FARM MAGS. @ 
STATE FARM PAPERS §@ 


ti aE TRIBUNE @ 


op es 
mt ge ee 


Ever see them 


coming back with the load of things these prosperous farmers need? 


It happens every day. No other type of farming keeps trucks and 


cars so constantly “on the go.” 


With $3,000,000,000 yearly cash in- 


come, that means a top market for tires, batteries, spark plugs, gas, oil, 


anti-freeze, and all other automotive needs, 


half million families, reaches this top mar- 


ket most economically. 


give it the “top 
Magazine List. 


Watt Publishing Com- 
pany, Mount Morris, Illinois. 


Make sure you 
roost” on your Farm 


It’s smart to start 
your FARM LIST with 


Poultry Tribune, with its 


TRIBUNE 


America; Leading Specialized FARM MAGAZINE 
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66% of Country Gentleman farmers 
own tractors — nearly double the 
national farm average. The 
Brubakers, Country Gentleman fam- 
ily of Pennsylvania, have 4 tractors 
plus corn picker, hay baler and other 


mechanized equipment. 


Automobiles average 103.2 per 100 Country 
Gentleman families—and they get constant 
use on shopping trips, vacation travel, social 
and community work by active families like 
the Morrisons, Country Gentleman readers 
of Washington. 


| Tab 


42.2% of Country Gentleman ers 0 
trucks—a 63% increase since 1940. Big 
trailer trucks haul oranges to market for the 
Lesters, Country Gentleman subscribers of 
Florida. They own 3 trucks, 2 tractors, 
trailer. 


ut in Rural America, automotive 
QO power is more than a convenience 
—it is a necessity. And the farmer 
needs more of it. His daily work and 
living require hauling plus tractor 
power as well as transportation. 


This 3-unit market offers your best 
opportunity for expanding automotive 
sales—tractors, trucks, automobiles... 
and the parts, fuel and lubricants to 
operate them. It is a rapidly growing 
market, for every month the revolu- 
tion in agriculture is mechanizing more 
and more farm operations. 


Mechanization is spreading fasfest 
among the most efficient and prosper- 


ous farmers—the progressive type of 
farmers who read Country Gentleman. 
Its 2,300,000 circulation is concen- 
trated among the “top half” group 
which gets 90% of all U.S. farm income. 


Remember this when you plan your 
advertising investment: The highest- 
powered people in the country read 
Country Gentleman . . . best prospects 
for everything that promotes better 
farming and better living. 


And no other kind of magazine reachies 
them effectively. That is another rea- 
son why Country Gentleman is 12th 
among all magazines in advertising 


revenue. 


turn to Country Gentleman 
for Better Farming, Better Livii 9 
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AT BSF&D CLINIC—George Finnegan, art director of Woman’s Home Companion 
(third from left), gave some advice on ads designed for the feminine market, when 
he spoke at a recent creative clinic of the Detroit offices of Brooke, Smith, French 
& Dorrance. These Crowell-Collier executives were on hand for the meeting: E. A. 
Schirmer, vice-president in charge of the western division, Detroit; Roy C. Husbands, 
Detroit manager of Woman’s Home Companion; Mr. Finnegan; Richard Reins, vice- 
president and executive art director, BSF&D, and Robert Woodruff, manager of 
Crowell-Collier’s Detroit office. 
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D LLED UP—The question of calendar art was settled by members of the operating 
d cartment of Chicago & North Western, who “improved” the original 1948 
alendar illustration with the lively decorations shown in the bottom picture. 
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IN RODUCES AIR WING—This 24-sheet poster, appearing in more than 350 com- 

mu ities throughout the West, is being used by Tide Water Associated Oil Co., San 

Fro cisco, to introduce its new Federal Air Wing tires. Buchanan & Co., San Fran- 
cisco, is the agency. 


CONFEREES—Talking things over at the 
midwinter conference of the Advertising 
Association of the West in Santa Barbara, 
Cal., are Gilbert Stanton, advertising 
and publicity manager, Idaho Power Co., 
Boise, president of AAW; Claire Drew 
Forbes, conference chairman, and Leo 
Burnett, president, Leo Burnett Co., Chi- 
cago, a speaker at the meeting. 


FOR TIRE DEALERS—Seiberling Rubber 
Co., Akron, is introducing this new illum- 
inated sign, designed for wall or pole in- 
stallation. Using four G-E Slimline fluores- 
cent tubes in a weather-resistant reflector, 
it was developed by John Walbeck of the 
Seiberling merchandising department in 
cooperation with Grace Sign Co. and 
Princeton Products Co., both of St. Louis, 
which will manufacture the unit in two 
sizes. 


ST. LOUIS HAILS KRYLON 


THOUSANDS AMAZED AT SENSATIONAL NEW 
PLASTIC SPRAY OF 1001 USES---SAVES WORK 
Wire Pant Crs 
overt Paste Wie 
Peete ete 


KRYLON WRAPS IN PLASTIC! | 
MAKES BOW—The new Krylon plastic 
spray is introduced with this editorial- 
type copy in the St. Lovis market, as part 
of a test campaign for the Foster & 
Kester Co. product. (Story on Page 15.) 


NEW HOME-—This is an artist’s sketch of 
the 19-story building being erected on 
5th Ave. and 51st St., New York, which 
will be occupied by Crowell-Collier Pub- 
lishing Co. when it is completed. 


HARVEST—What's in it? “Only what you can easily grow,” says this copy, in which 

Associated Seed Growers, Inc., New Haven, Conn., tempts gardeners with a picture 

of accomplishment, rather than illustrations of seed packets. The ad is a color 
page in Better Homes & Gardens. 


PICK TYPOGRAPHY WINNERS—Responsible for choosing the best in design and 

typography produced during the past year in the Chicago area are, left to right, 

E. Willis Jones, designer, John Olson, art director, Leo Burnett Co., and Herbert 

W. Simpson, Evansville, Ind., printer. The 22nd annual Exhibition of Design in 

Chicago Printing, sponsored by the Chicago Society of Typographic Arts, will be 
on view at the Art Institute of Chicago from March 12 to April 9. 
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BUSINESS, HOBBY, PLEASURE—Sid Wells, right, vice-president and creative di- 
rector of McCann-Erickson, Chicago, and ardent model railroader, combined all 
three when he appeared as featured speaker at a luncheon sponsored by A. C. 
Kalmbach, publisher of Model Railroader, left, also attended by Vera Kane 
of Hollywood, “Model Railroad Queen of 1949. Mr. Wells told the gathering of 
manufacturers, distributors and dealers the results of a survey he had conducted 

into advertising and sales practices in the industry. 
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Mogen David's 
Sales Go Only 
One Way: Up 


Pre-Selling, Steadily 
Increased Advertising 
Promote Kosher Wine 


CuicaGo—Mogen David wine, 
launched with a modest $500 ad- 
vertising appropriation only ten 
years ago, will go after greatly 
expanded sales in 1949-50 with a 
$300,000-plus budget and a highly 
successful merchandising strategy. 

Its manufacturer, Wine Corp. 
of America, convinced that it has 
not only an acceptable _ sacra- 
mental wine but a product with a 
unique taste appeal, is stepping 
up its newspaper and outdoor ad- 
vertising of Mogen David this 
year. Hand in hand with its ad- 
vertising goes a merchandising 


TRUE~america’s 


largest selling Man’s magazine 


Packed with scoops, adventure, sports 
and the good life for men. Bought by 
more than a million live-wire men. 
men who have decisive opinions on 
automobiles, appliances, liquor, sport- 
ing goods, clothes...It Pays to Cater to 
the Men! 


Send for copy of TRUE, Dept. A2, 67 W. 44, N. Y. 


plan credited with mushrooming 
sales of this Kosher wine. 

The sales strategy itself is 
simple. As the company: moves 
into a new market (it now oper- 
ates in 18 states), its salesmen 
first contact the taverns and bars. 
They persuade tavern keepers to 
taste Mogen David, and to display 
a handy bottle of the product 
where customers can sample it, 
even though many protest at first 
that “We have no Jewish trade.” 


as The customers like Mogen 
David, and look for it at their re- 
tail stores, to buy and take home. 
That sets up a demand, explained 
Henry A. Marcus, vice-president 
in charge of sales, which practi- 
cally pre-sells the initial order the 
distributor agrees to take. In a 
typical case, the jobber starts out 
with a test order of 10 to 25 cases 
of Mogen David; within six months 
he usually is ordering.100 to 125 
cases a month, and within a year 
the order rate has soared to 500 | 
cases, or more, per month. 

Multiplied by 300 wholesalers, 
that amounts to a lot of wine. And 
with the sales curve still moving 
upward as the marketing area is 
enlarged, Wine Corp. will soon 
move into an enlarged plant on 
Chicago’s southwest side, where 
it will have a 1,000,000-gallon ca- 
pacity, enabling it to produce and 
bottle from six to eight million 
gallons of wine annually. 

The Chicago company was or- 
ganized in 1933 to bottle various 
kinds of wine, including the Mogen 
David brand. Since 1940, when it 
tried out its first advertising in 
national and metropolitan Jewish 
newspapers, it has produced, as 
well as bottled, its own wines. 


GREAT INDUSTRIES w ru 
Growing ‘GREENSBORO MARKET 
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SEARS RETAIL STORE 
SEARS new (5 in 1) Retail Store 
is the first of its kind to be built 
in the Southeast. Erected at a 
cost in excess of $1,500,000 it 
occupies an entire city block with 
parking facilities for 513 cars, 
and houses under one roof a complete line of Farm, Auto- 
motive, Home Modernization and Hard and Soft line mer- 
chandise. 

The new Sears Store, Paint Factory and Mail Order Ware- 
house represent an investment of more than $7,000,000 in 
the Greensboro Market . . . a 12 County ABC Area 
commanding ONE-FIFTH* of the State's total sales and 
reached only through the NEWS and RECORD with better |. 
than 64°/, coverage. 


Paul Baker Manager 


*1948 Sales 


- GREENSBORO ~ 


Management Figures. 


NEWS and RECORD 


GREENSBORO, NORTH CAROLINA | 
Represented by Jann & Kelley, Inc. | 
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WINE CORPORATION OF AMERICA Chicago |! 
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EXCLUSIVELY PROOKEO 


OLDSTYLE—The appeal is nostalgic in 
these 100-line newspaper ads, part of a 
new series launched this month for the 
Wine Corp. of America product, through 
Irvin Myerson Agency, Chicago. 


Company principals since its in- 
ception include Max Cohen, presi- 
dent, and Mr. Marcus, and Irvin 
Myerson Agency, Chicago, has 
handled the account since its start. 


ws Mogen David sales for the fiscal 
year ending April 30 are expected 
to exceed 700,000 cases, and the 
total is likely to go above 1,000,000 
for the ensuing year. In total 
gallonage, it was the biggest ship- 
per of wine in Illinois, Wisconsin 
and Missouri during December. 
Its ad budget was $100,000 in the 
1947-48 fiscal year, and may triple 
that for the 1948-49 year. 

Its full line includes Mogen 
David grape wines, brandy and 
Slivovitz (another brandy), as 
well as the Barloma brand of 
wines, which it probably won’t 
promote until after moving into 
the plant it recently purchased. 

Although 95% of Mogen David 
is purchased by non-Jewish con- 
sumers, the company obviously 
can’t “commercialize” a _ sacra- 
mental wine in its advertising. In- 
stead, it emphasizes that Mogen 
David is “the sweetest wine” and 
that it is “wine just like grandma 
used to make!” In a series of 100- 
line newspaper ads starting this 
month, the company stresses those 
themes with nostalgic scenes fea- 
turing old-time trains, steam- 
boats, horse-drawn carriages, etc. 


ws Wine Corp. plans to use 50 and 
100-line newspaper ads in about 
250 cities in its 18-state territory, 
plus outdoor posters in about 50 
of those markets. Its schedule also 
includes spectaculars and painted 
bulletins, transportation ads, and 
a full selection of merchandising 
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Collapse is safely certifiable 


But never was a truer line 
Than this: 


Note On Nonesuch’s 


For items labeled “Old Reliable” 
And only innocents count upon 

An offer made by “Honest John.” 
A little bush harms no good wine— 


“Beware the trickster’s touch 
When goods or men protest too much!” 


~ 


RoBert G. Peck JR., 
Vanden Co., Chicago. 


j 


aids for retailers, including win- 
dow displays and streamers, table 
cards, newspaper mats, etc. It 
gives full credit to merchandising 
cooperation by dailies in pushing 
Mogen David sales upward. 

Wine Corp. believes that a wine 

of this type, which retails at $1.09 
for a fifth and $1.25 for a full 
quart, shouldn’t be sold on a price 
appeal. It requires jobbers to 
make the full markup on Mogen 
David, and replaces them if they 
fail to follow that rule. The prod- 
uct is fair traded wherever pos- 
sible. 
. The company doesn’t believe in 
working. with an exclusive dis- 
tributor and has lined up several 
of them in many of its markets, 
with the invariable result that the 
initial jobber’s sales go up as well 
as the company’s. To spur sales 
activity, the company offers pre- 
miums to jobbers and their sales- 
men. A point system, based on the 
number of cases sold, is used to 
determine the premiums won. 


a Although its trade now is 
largely non-Jewish, the company 
took special note of the Passover 
holiday last April with special 
copy in the Chicago Sun-Times 
and Tribune, headlined: “To the 
1,000,000 families celebrating Pass- 
over tonight.” The ad expressed the 
company’s thanks “for your splen- 
did acceptance of Mogen David 
wine throughout the year, but 
especially tonight—when this 
grand wine will be overwhelm- 
ingly in evidence on your festive 
tables...” 


While the wine industry 
achieved heartening sales list 
year (the Wine Institute estima es 
that 1948 consumption of Cali- 
fornia wines was 26% above the 
previous year and the _ second 
highest figure for any year in the 
industry’s history), Wine Corp. 
believes it has outpaced many of 
the national brands whose ad 
budgets have, thus far, exceeded 
its regional efforts, which are 
centered largely in the Midwest. 


Miss Corper Joins Conti 


Evelyn M. Corper, former ad- 
vertising manager of the Centaur- 
Caldwell division of Sterling Drug, 
Inc., has been appointed to fil! 
the newly created post of adver- 
tising manager of Conti Products 
Corp., Brooklyn. She will handle 
advertising of Conti Castile sham- 
poo and two new items, Conti baby 
powder and baby oil. 


Trailmobile Appoints Two 


Frank A. Schotters has been 
named vice-president and gen- 
eral sales manager of Trailmobile 
Co., Cincinnati. R. C. Taylor Jr. 
has been appointed advertising 
manager. Mr. Schotters joined the 
company in 1946, having pre- 
viously been associated with Cros- 
ley Corp. as a vice-president. 


Spier Has Schuman Account 


Henry Schuman, Inc., New York 
publisher, has not switched its ad- 
vertising to John Shrager, Inc., 
New York, as was reported to AA 
by the Shrager agency (AA, Feb. 
28), but will continue to keep 
its account with Franklin Spier, 
Inc., New York. 


O. A. FELDON 


185 North Wabash Ave. 
Chicago 1, Ill. 
DEarborn 2-5272 


Publishers Representatives 


& ASSOCIATES 


715 Union Commerce Bldg. 
Cleveland 14, Ohio 
Main 5693 


CONTROLLED 


DISTRIBUTION 


Controlled distribution makes tests in the South Bend me- 
ket accurate, decisive, economical. Just five wholesalers co - 
er the entire food field. In the drug field, one wholesaler ar 
five chains handle distribution. Controlled testing is what y: 
get in“Test Town, U.S.A.” Write for free market data boo . 


\{ 


SUR SouTH BEND 
IND. 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 
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Capitol Capitalizes 
on Bozo the Clown, 
Kid's Best-Seller 


loLLywoop—Having sold $4,- 
0( ),000 worth of “Bozo the Clown” 
re-ords in the past three years, 
C:pitol Records has copyrighted 
the clown character and is now 
cse'ting up royalty arrangements 
w th manufacturers, television and 
AM shows and comics books pub- 
lishers for use of the character. 

Knickerbocker Toy Co., New 
York, now has a Bozo doll on the 
market; Western Printing Co., Ra- 
cine, Wis., is printing a Bozo comic 
book, and licenses have been is- 
sued to Knickerbocker Plastic Co., 
Glendale, Cal.; Greeting Cards, 
Inc., Joliet, Ill., and Burstad Prod- 
ucts, Monmouth, Ill. Manufac- 
turers pay Capitol a straight 5% 
of wholesale gross sales. 

In making the tie-ups, Capitol 
points out that a Billboard survey 
of best-sellers shows the four Cap- 
itol Bozo albums have accounted 
for 37%% of all recent sales of 
children’s albums. 

At the outset, emphasis is being 
directed to the toy field. Acting 
in close cooperation with the sales 
organization of Knickerbocker, 
Capitol’s 105 salesmen are help- 
ing to get the Bozo doll into rec- 
ord stores. Company officials point 
out that most such stores have a 
department for children and are 
interested in adding revenue from 
such sales. 

Manufacturers also get the use 
of Capitol’s mailing list of record 
stores. Ads ¢o help manufacturers 
using the clown character are now 
being run in toy magazines. It is 
also planned to make extensive 
use of live “Bozos” for special 
events, store promotions, etc. 


s Further promotion of the char- 
acter will be made through the 
television show “Bozo the Clown.” 
Currently, the show is sponsored 
on KTTV here by Rancho Soups, 
which plans to teletranscribe the 
show for use in the San Francisco, 
Seattle and Portland markets. Ac- 
cording to Capitol, the company 
plans to use the show when it 
enters into eastern markets. 

As a result of the success of the 
TV show, a similar AM show is 
planned. 

Creator of Bozo is Alan Living- 
ston, in charge of creating al- 
bums for Capitol. He has been 
with them since war service, be- 
fore that having been eastern di- 
vision sales manager for Calvert’s. 

Spurred by the reception of 
Bozo, the first phonograph char- 
icter to be owned by a record com- 
pany, other characters are being 
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LICENSES OFFERED—Capitol Records, 

Hollywood, is offering licenses for the 

use of its PersoNovelty creation, “Bozo 

the Clown.” The ad in toy publications 

offers manufacturers help in developing 

suitable products for .tie-ins with the 
character. 


developed for similar promotion. 
First is “Sparky,” which has been 
recorded and released. 


Teague Boosts Three 


Walter Dorwin Teague, New 
York designer, has announced that 
three senior members of his staff 
have been made partners: Robert 
H. Ensign, director of product de- 
sign; Eugene Gerbereux, business 
manager, and Frank Del Guidice, 
in charge of Teague representa- 
tives at Boeing Ajircraft Co.’s 
Seattle plant. Robert Jordan Harp- 
er, director of design, has been a 
partner since 1945. John D. Brophy, 
business manager since 1932, has 
been named controller. 


Tourist Promotion Pays Off 


Advertising and promotion by 
the Pioneer Valley Association 


Buyer's Market for 
Cars Near? Counter 
Claims Suggest it 


DeETROIT—Two noisy quarrels be- 
tween auto manufacturers have 
provided further evidence that the 
motor car industry is_ shifting 
from a seller’s to a buyer’s mar- 
ket. 

Chrysler Corp. announced that 
its tried and proved, war-born 
cyclebound brake lining is now in 
production for the new Chrysler 
passenger cars. 

Chevrolet retorted that it was 
old stuff, and said that some 3,- 
000,000 such brakes already are in 
use on Chevrolets. However, Chev- 
rolet had failed to take credit 
for developing the lining when the 
division unveiled the new product 
at the Waldorf-Astoria amid plush 
and pomp in January. 

Chrysler’s announcement also 
called the design of its cars “mod- 
ern but not too modern” and 
stressed the idea that repairs on 
a Chrysler don’t cost a fortune. 


s The implication that ultra-mod- 
ern design is impractical sent 
blood rushing to the collective 
heads of Hudson Motor Car Co. 
“Actually,” Hudson officials as- 
serted, “based on today’s costs, 
the most frequently, damaged sheet 
metal parts of an auto—hood, 
grills, front fenders and front 
and rear doors—cost an average of 
20% less on the new Hudson than 
on 1946 and ’47 models.” 

“In addition,” they continued, 
“by careful designing, company 
engineers made it possible for 
service outlets to remove these 
parts with greater ease than ever 
before, with a resulting saving in 
labor charges.” 

The shift to a seller’s market 
is by no means complete, how- 


have brought $65,000,000 worth of 
new tourist business to three 
western Massachusetts counties— 
Hampden, Hampshire and Franklin 
—in ten years, and have raised 
the annual volume of valley tour- 
ist business $25,000,000, accord- 
ing to George V. Wallace Jr., as- 
sociation president. 


New York Publicity to BBDO 

The New York State Depart- 
ment of Commerce has appointed 
Batten, Barton, Durstine & Osborn, 
New York, to handle advertising 
for the Division of State Publicity, | 
effective April 1. The account was | 
previously handled by Kenyon & 
Eckhardt, New York. 


ever. Chevrolet models for °49 
| still bring a $200 premium on used 
|car lots, but, since the credit re- 
| strictions went back into effect on 
Sept. 20, prices and volume have 
steadily declined. i 

For example, a 1941 Buick that 
sold for $1,250 in 1946, now brings 
about $695; the same vintage Dodge 
|that sold for $985 is now worth 
$595; and a Pontiac that brought 
$1,095 now goes for $525. 


s In addition, postwar models that 
brought fabulous premiums now 
bring modest premiums, and there 


| are persistent, if unconfirmed, ru- | 


mors to the effect that some of the 
high-ticket late models are being 
peddled at less than list. 

There isn’t any immediate meth- 
'od for determining how many 
| 1948-produced cars are still un- 
sold. R. L. Polk & Co. statistics 
show 4,526,126 new motor vehicles 
registered for the year. Automo- 
tive News reports registrations at 
an all-time high, surpassing the 
4,407,263 new units recorded in 
1929. 

Subtracting the number of new 
units registered in °48 from the 
4,838,682 factory sales for the do- 
mestic market leaves 312,000 cars 
unaccounted for. Even if two- 
thirds of these 312,000 autos are 
in transit, there are still a lot of 
cars unsold. 


Three Become Associates 

Henry B. Burnett, account ex- 
ecutive, Herbert W. Gerlach, copy 
and account management, and 
William P. Meigs, copywriter and 
account executive, have become as- 
sociate members of Horton-Noyes 
Co., Providence, R. I., agency. 


Bozell & Jacobs Moves 

Bozell & Jacobs (La.), Inc., has 
moved its office to 622 Travis St., 
Shreveport, La. 


PRODUCTS 


*its readers are now buying 
for the Diesel market. Directed 
to active purchasers. 
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methods that assure you of color process plates that 


hold the beauty of the original art work. 
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Fausto is a young man 
of Iloilo. 


own dialect. 


spoken. 


ippine dialect. He lives in lloilo City, province 
He also speaks English but prefers 
to read HILIGAYNON which is printed in his 


HILIGAYNON covers Western Visayas and 
parts of Mindanao, second biggest island of 
the Philippine group. This rich area is com- 
posed of twelve provinces including the im- 
portant city of Iloilo. 
distributed and sold in this territory in ex- 
ceptionally large quantifies. 


But there are other Philippine markets just as 

important. Areas where different dialects are 
HILIGAYNON is only one of nine 
RAMON ROCES publications among which 


THIS FELLOW SPEAKS ILONGO... 
Does He UNDERSTAND YOUR 


Adautiacment 7 


who speaks llongo,a Phil- 
newspaper, and the 
Tagalog weekly. 
native dialects. 


are the EVENING NEWS, leading afternoon 


LIWAYWAY, leading 


The others are printed in 
Together they make up the 


only group to reach effectively Filipino buyers 


American goods are 


Consult your advertising 


from the northernmost part of Luzon down to 
Mindanac. The RAMON ROCES Group co- 
vers them all by dialect sectors and buying 
groups with a readership of over 2,000,000. 


Issue one space contract, supply English mats 
or cuts and your advertising will appear in the 
leading English evening paper and the dialects 
in all important Philippine markets. 


agency or write for fur 


ther details to our United States Representative: 
ALBERT CAPOTOSTO, 270 Park Avenue, New 


York City, Murray Hill 8-4777, 


MANILA * PHILIPPINES 
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Giant GM Unleashes 
$50,000,000 Program 


(Continued from Page 1) 
total. Ford had registered 370,520, 
or 12.9% of the total; Plymouth, 
278,100, 9.7%; Buick, 208,713, 
7.2%; Pontiac, 190,093, 6.6%; 
Dodge, 173,555, 6.05%; Oldsmo- 
bile, 152,090, 5.3%; Studebaker, 
120,068, 4.1%; Mercury, 111,202, 
3.8%; and Kaiser, 96,811, 3.3%. 

These ten cars had relatively 
the same positions at the ten 
month mark in 1947, except that 
Dodge was in fifth place in front 
of Pontiac and Olds, Mercury was 
ahead of Studebaker, and Kaiser 
was not in the top ten. 

In 1941, when model changes 
were routine, and materials were 
plentiful, and automobiles re- 
quired selling, this is the order 
of the ten leading makes as they 
came into November: Chevrolet, 
23.8%; Ford, 16.1%; Plymouth, 
12.2%; Buick, 8.1%; Pontiac, 
7.6%; Oldsmobile, 6.1%; Dodge, 
5.7%; Chrysler, 3.8%; Studebaker, 
2.9%; and DeSoto, 2.4%. 


es So when a GM sales executive 
thinks of improving his division’s 
position, he is apt to be thinking 
of improving it at the expense of 
another GM car. This competition 
among divisions is held to be a 
healthy thing, thus the lack of a 
dominant sales or advertising man- 
ager. 

GM divisions manufacture, re- 
search, merchandise and advertise 
separately. Only two of the ac- 
counts are held by the same agen- 
cy; Cadillac and Pontiac, which 
are assumed to be non-competitive, 
are handled by MacManus, John 
& Adarns. This has been true since 
1934; up to that time Campbell- 
Ewald Co. handled advertising 
for all the car divisions, but now 
retains only Chevrolet. 

While it is true that GM divi- 
sions manufacture separately, they 
have much in common, including 
two body shells. One body shell 
goes on all Chevrolets and Pon- 
tiacs and the smaller Oldsmobile. 
The other shell goes on the 88 
Olds, the Buicks and Cadillacs. 

This represents a simplification 
—in 1948 there were three shells: 
the “A,” which went on Chevro- 
lets, the Torpedo Pontiac (dropped 
this year) and the 60 series Olds- 
mobile (also dropped); the “B,” 
which went on Streamliner Pon- 
tiacs, all Oldsmobiles except the 
Futuramic, and the small Buick; 
and the “C,” shell for the Futur- 
amic Olds, the Buicks and the 
Cadillacs. 


@ This change, besides simplifying 
the line, is held to help the divi- 
sions in defining their markets, 
and to reduce overlapping. 

The research and engineering 
rivalries are considerable: Rival 
division men hotly debate the com- 
parative advantages of Dynaflow 
vs. Hydramatic; and Oldsmobile 
and Cadillac men hold spirited 
disputes over which division first 
developed a high-compression en- 
gine, and which engine is the 
better. 

The competition was even evi- 
dent when GM rolled its colossal 
“Transportation Unlimited” show 
into New York—a Pontiac divi- 
sion man smilingly deprecated the 
Oldsmobile Rocket engine and told 
a pair of admiring visitors that 
Pontiac’s dependable L-head en- 
gine would do anything the Olds 
power plant could. 


# The GM show, painstakingly 
rehearsed, engineered and assem- 
bled, was seen by 300,000 persons 
in eight days—hardy souls who 
inched their way up the Waldorf’s 
echoing stairs, sweated in unison 
in the Grand Ballroom—and got 


to see the new Chevrolet and the 
rest of the GM line. GM will 
hold the same show in Detroit 
this spring. 

The show, which reputedly cost 
nearly $1,000,000 to construct and 
produce, was replete with actors, 
girl singers, fashion commentators, 
cut-away working models of GM 
parts and products, spectacular 
engine displays, and a huge re- 
volving turntable which showed 
car after car of the five GM divi- 
sions. 

It represented GM’s tacit ac- 
ceptance that, before the year is 
out, even GM cars may be look- 
ing for buyers. 

Again, GM officially switched 
to a prewar basis when it recon- 
verted. Nevertheless, Mr. Hufstad- 


much more in cooperative adver- 
tising at local levels, and he be- 
lieves that they will increase their 
selling staffs with the addition of 
younger and more aggressive men. 

The automobile dealers came 
through the war years in good 
shape; as GM had told them in 
prewar years, service and part 
sales will sustain a dealer. His 
new car sales offer him additional 
revenue. 


ws Thus, except for the few who 
were forced to drop out during the 
war, there has been little turnover 
in the dealer organization. GM’s 
point of contact with the public is 
in solid shape. GM does not reveal 
how many dealers it has, but 
Automotive News estimates it at 
18,148, including dual dealerships. 

To back the dealers, GM will 
probably surpass previous adver- 
tising expenditures, and before the 
war the corporation, its divisions 
and dealers, were spending more 
than $40,000,000 annually. 

The bellwether of the GM flock 
is Chevrolet, lowest in cost, which 
is owned—and wanted—by more 
Americans than any other car. 

Chevrolet is expected to spend 
$20,000,000 in 1949, a figure De- 
troit reporters got by coupling T. 
H. Keating’s prediction that “we’ll 
spend more on advertising than 
ever before” with Henry Ewald’s 
statement that Chevvy’s top pre- 
vious budget was $18,000,000. 
Chevrolet’s advertising backbone 
is 5,972 newspapers, about 1,500 
of them dailies. It will have an 
extensive magazine list, outdoor 
and minute movies, and a tele- 
vision show. 


w Since 1925, Chevrolet has op- 
erated on a cooperative system, 
which requires each dealer to 
contribute to a central fund a 
specified amount for each new car 
sold. (GM _ doesn’t reveal the 
amount, but opinion in the in- 
dustry holds that Chevrolet’s cur- 
rent per-car allotment for adver- 
tising is $20.) 

The fund is administered by the 
Chevrolet division through Camp- 
bell-Ewald, its agency, to adver- 
tise the cars according to the deal- 
er’s wishes. Each year he fills out 
a questionnaire- designating his 
choice of local media, and the com- 
pany’s intention is to give him 
what he wants. 

The company adds to the deal- 
er’s contribution, spent where it 
thinks the expenditure will do the 
most good. 

This plan, in essence, holds for 
other GM divisions. 


ws Chevrolet dealers prefer news- 
papers, and newspapers get the 
lion’s share of the budget; outdoor 
posters are second, magazines third 
and theaters fourth. Magazine 
space is allotted by Chevrolet, and 


newspapers, outdoor and theater 
advertising come from the dealer 


~f EPR. 
the 000 * 
“@Povrme 
1 Gorgeous Automobile Show . .. All by leself| 
Peeemeing 1+ hmmpurtimt Wms (ar bb me cme 


ge ay iat Rie Ce Aili Coe hea 
Se Reet ited Gomme 5 Bam 
ern Meme 6 ew St cle § 8 amet Re mee tee, 
ad 
I ed 
ne Fae ee emt eo elle meet Race. 


er 


eee, 


sreat 


a Oe aS ee 


Lee Pee 


—— “ 
— 
oo oem - th = ee 
| oe <a ee ee tem 
4a he momenta ds: cor et ae ee ene hee Sen ee 
. a eet ys eth eee 
. 


=?¢ Gax. eee * 
K | 


PONTIAC LINE—These three pages, one preceding a spread, Saturday Evening Post and Collier's. MacManus, John & Adons 
show the entire Pontiac line, and appeared in Life, The has the account. 


fund. This year theater advertising 
is being made with attention to 
television requirements. 
Chevrolet has never had an 
agency other than Campbell-Ewald 


er believes that dealers will spend|a, 2na this long-term relation- 


ship is characteristic of GM di- 
visions. Campbell-Ewald placed 
Chevrolet’s first ads in 1919, in 
newspapers of 45 cities. In 1921 
Chevvy had a page in The Satur- 
day Evening Post (the $7,000 it 
spent was its only expenditure for 
magazine space that year). By 1922 
its budget was $212,000 and in- 
cluded newspapers, magazines and 
outdoor. In 1927 production passed 
1,000,000 units for the first time, 
and in 1931 Chevrolet was the 
leader in the passenger car field. 


@ Because of Chevrolet’s impor- 
tance in GM—in 1941, Chevrolet’s 
880,346 passenger car sales were 
almost half GM’s total of 1,765,693 
—its introduction of a new model 
required careful groundwork. 

On Jan. 3, 8,000 posters carried 
a panel showing horns and copy, 
“Strikes a New Note.” On Jan. 6 
and 7, 700 Chevrolet wholesalers 
were in Detroit, getting the word 
on Chevrolet’s new model and how 
to promote it; on Jan. 8-15, each 
of Chevrolet’s eight regions (At- 
lanta, Chicago, Detroit, Ft. Worth, 
Kansas City, San Francisco, Wash- 
ington and New York) was busy 
holding the same meetings for the 
dealers in the company’s 37 zones, 
until nearly all of the 7,000 Chev- 
rolet dealers were contacted. 

On Jan. 22 (instead of the cus- 
tomary end-of-the-month change) 
14,000 posters of the new Chevrolet 
went up, spot radio broke out in 
200 cities, the dealers (with Camp- 
bell-Ewald assisting several dealer 
councils for the first time) began 
to run their copy, the Waldorf 
show opened, and the milling 
hordes of the car-hungry got their 
glimpses of Chevrolet’s first com- 
pletely new model in eight years. 


w The advertising theme continued 
to stress thrift (“The Most Beau- 
tiful Buy of All’) but the indica- 
tions were that Chevrolet, offering 
a car of new size and design, 
would go a little more lightly on 
its economy theme. 

The high regard for television 
in GM may be good news for radio, 
which has had little to cheer about 
in the shape of business from the 
giant of the automotive business. 
In radio, only Henry J. Taylor, 
who philosophizes on “Your Land 
and Mine” on behalf of GM insti- 
tutional, is currently sponsored on 
ABC by the company. Chevrolet, 
which invested heavily in radio 
from 1930 to 1937, has been away 
from radio since—except for spon- 
soring the election night broadcast. 


a While Chevrolet is part of GM, 
it is not—as any other division man 
will be quick to tell you—all of it. 

Buick is the division jealously 
regarded in GM. 

“There is just no economic justi- 
fication for that car’s being in 
fourth place,” a rival GM man re- 


marked enviously. He repeated a 


theory widely held in the auto 
business, that Buick draws from 
three classes of buyers: People 
who have always wanted to own a 
Buick, and to whom it is the hall- 
mark of material success; people 
who have had Buicks and like 
them; and people who can afford 
Cadillacs but drive Buicks be- 
cause they’re less ostentatious. 

Whatever the reason is, Buick 
has managed—with half the deal- 
ers (3,000) of cheaper cars like 
Ford or Chevrolet—to keep blow- 
ing on Plymouth’s neck. Consider- 
ing the fact that its average cost 
is the highest of any of the top ten 
cars (although the 40 Special is 
close to the first three in price), 
this takes considerable doing. 


s Buick copy is not written like 
other automobile copy. The late 
Arthur Kudner, then president of 
Erwin, Wasey & Co., was awarded 
the account in 1934, used it as 
one of his pillars when he started 
for himself the next year. Its copy 
talks about what it feels like to 
ride in, or to drive, a Buick. In 
1948 it injected clearly-written 
technical copy to explain what is 
done by Dynaflow. 

In 1949, Buick will be using 
3,000 newspapers, and a heavy 
magazine list which includes Better 
Homes & Gardens, Collier’s, Cap- 
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FASHION—In March Oldsmobile  divi- 
sion will start using a series showing 
Futuramic Fashions, specifically designed 
to go with the automobile. Otherwise, 
the division and its agency, D. P. 
Brother & Co., will concentrate on the 
high compression Rocket engine, using 
factual copy. 


per’s Farmer, Country Gentleman, 
Farm Journal, Fortune, Hoard’s 
Dairyman, Newsweek, The Satur- 
day Evening Post, Successful 
Farming and Time. Buick will de- 
pend, as it has before, on news- 
paper and magazine copy to sell 
its cars. 


@ Pontiac and Cadillac will both 
be riding on budgets which have 
been stepped up about 20%. Cadil- 
lac’s campaign will stress the com- 
parison with famous jewels. Copy, 
ranging from full pages to 48-inch 
ads, will run in 1,257 newspapers, 
most of them dailies but with a 
sizable sprinkling of weeklies in 
wealthy suburban areas. The mag- 
azine list includes Harper’s Bazaar, 
House & Garden, Ladies’ Home 
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Journal, Newsweek, The New 
Yorker, The Saturday Evening 
Post, Time, Town & Country and 
Vogue. 

No radio or television is cur- 
rently planned, but Cadillac may 
get a full showing of outdoor 
across the country this year. 

A story, probably apocryphal, is 
told of Cadillac’s initial venture on 
outdoor panels—when William J 
Knudsen, who then was president 
of GM, first saw Cadillac on post- 
ers, he indignantly ordered the 
showing canceled, insisting that a 
car in Cadillac’s price range had 
no business on “billboards.” 


s Pontiac, which like Cadillac is 
handled by MacManus, John & 
Adams (the agency sets up sepa- 
rate staffs to work on the accounts, 
in deference to the competitive 
tradition), showed its Complete line 
in three color pages (preceding 
page and spread) in Collier’s, Life 
and The Saturday Evening Post a 
fortnight ago, and will continue ads 
in a larger magazine list. 

Its advertising plans include 3,- 
000 newspapers, and a sizable out- 
door showing. Like many another 
advertiser, Pontiac works its out- 
door program with the weather: 
showings start in the South in 
March and work their way North 

This year Pontiac dealers will 
invest more heavily in spot, and 
perhaps 600 of Pontiac’s 4,000 deal- 
ers will use the medium. Like 
Chevrolet, Pontiac uses minute 
movies, and again—the 1949 
movies are specifically planned for 
use as TV spots. 

Pontiac, with Chevrolet, is show- 
ing a car almost completely new 
Like Chevrolet, it is solidly in 
television. Besides the movie-TV 
spots, of which 12 are now being 
produced, Pontiac has a network 
show, supplementing it with scope- 
filmed showings for Los Angeles 
and Seattle. 


w Oldsmobile advertising will be 
split between its Futuramic theme 
and nuts-and-bolts copy about the 
Rocket engine. The engine is theo- 
retically capable of moving up ‘0 
a 12-to-1 compression ratio, which 
would mean increased performan:e 
and economy. Olds will tell this 
story to a mechanical-minded n:- 
tion; it has already devoted ful - 
page newspaper ads, full of di: - 
grams and manual-like copy, ‘0 
explaining what the Rocket offe’s 
to purchasers. 

The joker, of course, is that the: e 
compression ratios are possib e 
only with gasoline of 100-octar e 
rating. Until 100-octane becom: s 
generally available, and Fortu' ¢ 
estimates that in 1952 only 20 
of the oil industry’s output will |e 
100-octane, the potential of tle 
Rocket won’t be realized. For tl! 2 
present, the Rocket is only 
smaller, lighter engine, operatir : 
at about half (7.25 to 1) of its pc - 
tential ratio. Most automobile e1 
gines operate on a 6.5-to-1 ratio. 

Oldsmobile expects to turn bac 
the pages of automobile histor) 
and this year will invite prospec 
tive purchasers to demonstrations 
the stock gag among auto dealer: 
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s Vhen Oldsmobile isn’t talking 
ab ut what the Rocket will do, it 
wi be stressing Futuramic. Fu- 
turamie is generally applied to the 
di, sion this year, not specifically 
to a model as it was in 1948. As 
on device to focus on the forward- 
locking aspects of Oldsmobile, the 
division has prominent fashion de- 
sig .ers lined up to design Futur- 
an.ic outfits for women. 

‘ashion and automobiles have 
becn repeatedly tied together in 
po.twar automotive advertising, 
but D. P. Brother & Co., Olds’ 
ageney, thinks this is the first time 
fashions have been specifically cre- 
ated to fit a car’s advertising 
theme. : 

Oldsmobile appears in a song, 
which periodically is revived, and 
in 1949 “My Merry Oldsmobile” is 
due for exploitation. Oldsmobile 
will use the theme in a series of 
dealer’s spots where Lucille and 
Johnny Steele (who happen to be 
the characters in the song) will 
help to sell cars. The theme is in- 
corporated in ten-minute movies 
(again designed for TV _ spots), 
will appear on Oldsmobile’s thrice- 
weekly TV newsreel network show, 
and in four outdoor postings. 

Its slogan will be “The New 
Thrill,” a sort of automotive “new 
look.” 


s D. P. Brother’s staff on the Olds 
account is actually organized along 
four distinct lines: national and 
local advertising, sales promotion, 
public relations, and service pro- 
motion. Oldsmobile will shortly re- 
lease, through its dealers, a direct 
mail campaign on “It’s smart to 
know your Olds,” which will build 
the Olds’ owner’s knowledge of his 
machine, and sell service by the 
dealer. 

“If the buyer’s market comes 
this year,” said an Olds man, 
“we’ve probably got more things 
to talk about than ever before.” 
It will also talk about them in 
different ways: Olds’ general prac- 
tice has been to keep copy short, 
and encourage readers who wanted 
to ask questions to ask them of 
Oldsmobile dealers. But a curious 
public forced the long, type-full 
newspaper page which ran in all 
cities over 50,000 and explained 
the Rocket engine. 


s This is the story of the divisions, 
and what they plan to promote this 
year. The corporation will also be 
busy, plotting the trends for one 
of the biggest industrial empires in 
the world. GM will be 41 years old 
in 1949, one of the few survivors of 
the motor industry, where more 
than 1,800 makes of cars have 
been produced in the U.S. at one 
time or another. It has a strange 
and varied corporate history. 


® At first the divisions were sepa- 
te companies. It began in 1897 
hen R. E. Olds built his first car. 
1e Cadillac Automobile Co. was 
ganized in 1902 by Henry M. Le- 
nd. That same year David Buick 
ganized Buick Mfg. Co. in De- 
iit, but moved it to Flint in 1903. 
so in 1903 Cadillac went into 
duction. In 1907, Edward M. 
irphy, head of the Pontiac 
ggy Co., organized the Oakland 
itor Car Co. 
Then in 1908, W. C. Durant in- 
‘porated General Motors Co. 
\ th Buick and Oldsmobile, added 
kland and Cadillac in 1909. In 
11, GM went on the Big Board 
the New York Stock Exchange 
he first automobile stock on the 
’ change. That same year Louis 
evrolet formed the Chevrolet 
itor Car Co., which was brought 
o General Motors in 1918. 
In 1921, GM and Ford together 
d 75% of the automobile busi- 
ss, but Ford had 63% to GM’s 
%. By 1926, GM had 28% of the 
irket, and in 1927 for the first 
l1e it passed 40%, the point 
ere it has hovered (more above 
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JEWEL STORY—To emphasize Cadillac's 

unique qualities, GM compares the car 

to famous jewels. Only the late Theodore 

MacManus and James Adams, of Mac- 

Manus, John & Adams, have ever written 
Cadillac copy. 


than below) ever since. The in- 
dustry breakdown is now roughly 
GM 41%, Ford 21%, Chrysler 20%, 
with independents taking the re- 


mainder. 


@ Before the Flanders Committee 
in Washington, M. E. Coyle, GM 
executive vice-president and for- 
merly general manager of Chev- 
rolet for many years, gave the GM 
view: “We did not grow large by 
reason of any desire on the part 
of the people that organized the 
company just to grow big and 
have a lot of money and build a 
lot of plants. We did it because the 
public wanted the products we 
were making at the prices they 
could afford to pay...” 

In answer to Senator O’Ma- 
honey’s questions about the wis- 
dom of GM’s size, Mr. Coyle sum- 
marized, “The people who made us 
big will whittle us down to size 
if we do not give them good prod- 
ucts.” 

During this period of growth, 
GM introduced a new car (Pon- 
tiac) in 1926, discontinued the 
Oakland in 1931, and dropped the 
LaSalle in 1940. 


a Of the 1,800 U.S. makes, only 


34 makes of cars and trucks are 
now on the market. GM grew until 
it has 340,000 employes, 400,000 
stockholders (DuPont is the 
largest, with 22.7%), an annual 
sales income of $4% billion. Its 
dealers employ some 208,000 
workers. 

The growth of the corporation, 
in the past 20 years, came not 
from acquisition but from expan- 
sion of holdings. GM worked for 
a better product and aimed for 
profit: In the ten years from 1929 
to 1938, it was the only automobile 
manufacturer to show an unbroken 
record of earnings. 

The number of automobile mak- 
ers who have failed testify to the 
risk inherent in the business. Mr. 
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Coyle told the Senate committee: 
“There are only two fundamental 
reasons for these shifts in and out 
of the industry and in position 
within the industry—(a) ability 
to operate at a profit by keeping 
costs below the prices of a com- 
petitive market; and (b) ability to 
design and offer to the public 
products with consumer appeal... 
it is a case of the efficient and 
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One of a series of messages to help you increase your understanding of business paper advertising, and its effect on your job. 


Who pays your 
company’s 
advertising bill ? 


EOPLE WHO REGARD advertising as 
| Same economic waste are fond of 
pointing out that it’s the customer 
who pays the bill. 


And they are right. 


The customer also pays for your 
power supply, your production tools, 
your plant maintenance, your salaries. 
All these are figured into the price of 
your product, along with the cost of 
your advertising. 


Does this mean that the customer 
pays more for your product because 
it is advertised? Not at all. No more 
than. he pays anything ‘‘extra’’ for 
the machinery on your production 
line! 


The truth is, your production tools 
enable you to reduce your manufac- 
turing cost-per-unit — and hence 
your price to the customer. 


Advertising works the same way. 
For it is simply the application of 
assembly-line methods to the manu- 
facture of a sale. 


How can selling be mechanized? 
Just consider the five basic steps — 


1. Seeking out prospects 

2. Arousing their interest 

3. Creating a preference for 
your product 

4. Making a specific proposal 

5. Closing the order 


Advertising performs the first three 


of these jobs. And it performs them 
far more economically than any other 
means, leaving your salesmen free to 
concentrate their valuable time on 
the two jobs they alone can do, and 
do best. 


As with any other capital invest- 
ment, the yield from advertising 
depends on how efjiciently it is put 
to work. But this much you can be 
sure of: nowhere does advertising 
work more efficiently than in busi- 
ness papers, with their tremendous 
concentration of hand-picked read- 
ers. Nowhere will your advertising 
dollar go so far toward reducing 
the cost of manufacturing a sale! 


others in your organization, just say the word, 


ADVERTISING AGE 


is a member of The Associated Business Papers, who have published 
an interesting folder entitled, ‘10 ways to measure advertising 
effectiveness.”” We'll be glad to send you a copy. And if you'd like 
reprinis of this advertisement (or the entire series) to pass along to 
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progressive producer coming out 
ahead over the long pull.” 

In this connection, it is interest- 
ing to note that GM automobiles’ 
prices have increased 75% over 
prewar; GM’s competitors’ average 
price increase is 89% since 1941. 


s Some of GM's efficiency comes 
from integration. It makes more of 
its component parts than other 
manufacturers, and it builds its 
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Division of the Parents’ Institute, Inc. 
Publishers of Parents’ Magazine, True Comics and 
other comics, 52 Vanderbilt Ave., N. Y. 17 


own bodies. In the year ended 
Sept. 30, 1948, the value of com- 
ponents and parts sold by GM 
divisions to other GM divisions 
was $14 billion. 

Competition works here also. 
The company has a pricing com- 
mittee to referee the heated argu- 
ments between GM divisions which 
sell to each other. The producing 
must sell the buying division on a 
competitive basis. If the buyer can 
get what he wants cheaper outside 
GM, he may do so. 


s To act as liaison between the 
divisions and the corporation, GM 
maintains a_ distribution staff, 
whose director is W. F. Hufstader, 
vice-president. His background 
mirrors the development of the in- 
dustry. He left Denison University 
for Pierce-Arrow, then to Army 
duty as a second lieutenant—the 
only job he ever had which wasn’t 
automotive. 

In 1920, Mr. Hufstader became 


concerned 
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e Here, at last, is a practical book 
about printing for all who are in any way 
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using or producing printing. Whether you 
have had little or much experience in any 
phase of printing, this book meets your 
need for adequate, easy-to-understand in- 
formation—much of it previously not avail- 
able in the printing field. Facts relating to each 
process are clearly stated and illustrated, enabling 


you to choose the best process for a particular job and 
know the procedures to be followed. It’s a book for profitable 
study and frequent reference. Get your copy of this great 
new book at your local bookstore, or send for it AT ONCE. 


Use the coupon below. 
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publicity director of the Flint 
Chamber of Commerce. In 1922 he 
was with Dort Motor Car Co., in 
1923 he was sales manager of Ma- 
son Motor Car Co. (truck division 
of Durant), in 1925 he was with 
Graham Bros. as manager of the 
Minneapolis office, and later that 
year was transferred to Detroit 
as executive assistant to Ray 
Graham. 

In 1926 he joined Dodge Bros., 
as division manager in Seattle; 
then division manager in St. Louis. 
In 1928 he was used car manager 
for Chrysler in Detroit. On March 
1, 1929, he joined Buick as used 
car sales manager. He was in- 
volved, as Chicago regional mana- 
ger, with Buick-Oldsmobile-Pon- 
tiac (the consolidation of sales or- 
ganizations with which GM hoped 
to weather the depression, still 
sneeringly referred to by dealers 
who survived as Bo-Peep). Then 
he became Buick sales manager in 
the B-O-P setup in Detroit. 


@ On Oct. 23, 1933, Hufstader was 
named general sales manager of 
Buick. In the same month Harlow 
H. Curtice was installed as head 
of Buick. Liquidation of BOP was 
begun, and Buick began its climb 
to fourth place in automobile sales. 

Last November, Curtice was 
named executive vice-president of 
General Motors Corp. With him, 
Hufstader became vice-president 
and director of the distribution 
staff, which sifts, correlates and 
interprets information to and from 
the competitive, semi-autonomous 
divisions and the corporation. 

The sales section of the distribu- 
tion staff compiles market data on 
automobiles (the market is still 
growing, Hufstader says), keeps 
track of sales trends, dealer con- 
tracts, advertising, service, fleet 
sales, government contracts and 
safety. 

The sales section also has an ad- 
vertising executive, D. H. Odell, 
whose job is that of a coordinator. 
He coordinates the expenditures of 
the divisions, and watches the 
media into which they go. But 
there is no advertising manager 
for GM, as puzzled space repre- 
sentatives learn each year. 


a Beyond the divisions, and their 
coordination with GM by Huf- 
stader’s staff, there is GM’s own 
advertising problem—its institu- 
tional operation, under the super- 
vision of Paul Garrett, vice-presi- 
dent in charge of public relations. 
GM has the problems of every 
large corporation—its size and its 
profits mean that it is the number 
one target whenever concentration 


of industry or profits is dis- 
cussed. It has another problem, 
that of maintenance of public re- 
lations in a highly competitive 
field, for no other business fights 
as hard for customers, as the Fed- 
eral Trade Commission admitted 
in 1939: “Consumer benefits from 
competition in the automobile 
manufacturing industry have prob- 
ably been more substantial than 
in any other large industry studied 
by the commission.” 

GM’s institutional campaign is 
now concentrated in . magazines. 
It started in October, and is “pro- 
visionally” approved to run 
through 1949; it features a GM 
key, and bills GM as a byword of 
automotive dependability. The 
campaign runs in 11 magazines 
and seven automotive business 
papers. No newspaper copy is cur- 
rently scheduled, except for the 


J. Taylor show. 


ads which GM uses for the Train 
of Tomorrow. No institutional | 
campaigns have used outdoor in, 
the past 5 years. 


a Newspaper space has been billed 
usually through Campbell-Ewald 
Co., while magazine and radio go} 
through Kudner Agency, but the 
newspaper train ads are placed by 
Kudner, and the TV showing of| 
the Waldorf exhibit of GM cars| 
went through Campbell-Ewald, not | 


‘TRANSPORTATION UNLIMITED’—This shows a general view of the General Motors 
auto show at the Waldorf-Astoria, New York, featuring ‘49 models of GM cars ond 
including an over-all product development display. 


Kudner. Kudner places the Henry 


In addition, GM’s institutional 
efforts entail a horde of company 
publications, and documentary and 
public relations films (which play 
to an annual audience of about 
20,000,000). A separate campaign 
in youth and educator magazines 
has been in operation for several 
years, which sometimes drew re- 
quests for 50,000 reprints of par- 
ticular advertisements. 

GM’s problem is peculiar. Be- 
cause bigness is suspect in a so- 
ciety which has largely embraced 
Brandeisian concepts of business, 
GM is very unwilling to say that 
it will drive for a large share of 
the market. It will increase its’ 
production, if it can, and it will 
sell as many of the cars it makes 
as it can. 


tary material 


production. 


pleted his 


marked, “You represent, 


a On the record, GM can say both! 


— 


consumers and stockholders have 
been well satisfied—consumers by) 
cars considerably below the aver- 
age market price of competitors, 
stockholders by earnings substan- 
tially above automotive averages 
On its record, too, GM is a vast 
national asset: Few pieces of mili- 
in the last war 
moved or fired without using 
somewhere, parts or components 
built by GM’s 112 plants. GM ac- 
counted for $12% billion of war 


When M. E. Coyle had com- 
interrogation by the 
Senate investigating committee. 
Sen. R. E. Flanders, chairman, re- 
I sup- 
pose, the greatest economic empir 
in the world, and it has not grown 
in my judgment, by unfair com- 
petition; it has not grown by hold- 
ing of limited natural resources; 
and it has grown, so far as my 
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ky »wledge and judgment goes, 
si: ply by good business manage- 
m nt and open competition ...I do 
nc. see but what you have grown 
fa cly and in the interest of the 
pu olie.” 


‘SEP’ TELLS CHEVVY 
AD PLAN IN FOLIO 


OHILADELPHIA—Last June Chev- 
ro\et’s general sales manager sug- 
ge-ted to company and agency ad 
men that they get out of Detroit 
so they could work without inter- 
ruption to develop an advertising 
campaign that would do justice to 
the 1949 model. 

The entire creative group took 
to that suggestion and moved to 
an isolated lodge in northern 
Michigan. There some 26 cam- 
paigns were created, composing 
the largest advertising campaign 
in Chevrolet’s history. 

The entire background of this 
campaign, which broke on Feb. 19 
in a two-page color ad in The 
Saturday Evening Post, is traced 
in detail in Advertising Case His- 
tory No. 9, which a section of the 
Post’s advertising and public re- 
lations department is mailing to 
3,000 university instructors 
throughout the nation. 


s The case history is an inch- 
thick folio containing 55 different 
pieces. The latter include repro- 
ductions of original memos in long 
hand, sketches, typewritten orders, 
flimsy rough roughs and the final 
color comprehensive. Corrected 
copy is also reproduced on exactly 
the same type of paper originally 


used by the copywriter with 
Campbell-Ewald, Chevrolet 
agency. 


Nothing is left to the imagina- 
tion in this folio, which is de- 
signed to furnish material for ad- 
vertising classes in colleges, as a 
supplement to text books. Since 
the first of the series appeared in 
September, 1946, university in- 
structors and advertising schools 
have been clamoring for the re- 
ports. Only instructors receive the 
case histories. 


s Case History No. 9 traces most 
everything that ever took place in 
relation to the 1949 model Chev- 
rolet, even the fact that engineers 
first started planning it in 1939. 
The study brings out the fact that 
the real 1949 model was scrapped 
(at a cost of $18,000,000) because 
it was too heavy, and the 1950 
model was substituted. 

Reprints of Chevrolet’s first 
magazine ad (which appeared in 
the Post May 7, 1921) are used to 
compare early Chevrolet advertis- 
ing with the current ads. 

Previous advertising case his- 
tories covered Western Electric, 
Armstrong Cork, Minnesota Val- 
ley Canning Co., S. C. Johnson & 
Son, Hat Research Foundation, | 
Cluett, Peabody & Co., California | 
Fruit Growers and DeBeers Con- 
solidated Mines. 

Spade work for the Post’s edu- 


cational services section was done 
i: 1944 under Glenn Gundell, ad- 
\ertising and promotion manager 
( the Post. Robert B. Shellenberg 
| ter was placed in charge of the) 
€ ueational service. 


‘ ppoints Peter Hindley 

Peter H. Hindley has resigned as | 
n Francisco manager of Roy S. | 
istine, Inc., to become public | 
‘ations and publicity director of | 
e National Medical Society, 
ashington, D. C. 


ae mA 


hio Newspaper Men to Meet 
Ohio newspaper publishers and | 
‘mbers of their staffs will meet | 


“_ 


! 
1 Columbus March 10 and 11 for 
te annual convention of the Ohio 
hewspaper Association and affili- 
* ed groups. 


‘'tsch & Kaye to Wakefield 


Nakefield Advertising Agency, 
Francisco, has been appointed 
indle the advertising of Hirsch 
\aye, photographic supplier. | 


Simplicity Study 
Shows Pattern Sales 
Doubled Since 1939 


New YorK—Today 47% of Am- 
erican women sew at home and 
90% of these sewers bought pat- 
terns in the last year. These facts 
were reported in a survey on home 
sewing conducted for the Sim- 
plicity Pattern Co., New York, by 
the central research department of 
McCann-Erickson, New York. 

Simplicity, whose agency is Grey 
Advertising, New York, said the 
survey was done through McCann- 
Erickson because the agency has 
one of the best reputations for 
modern research techniques and 
the survey would not be influenced 
by past client-agency relationships. 

The report shows that pattern 
sales have more than doubled in 
the past nine years, from 45,094,- 
544 in 1939 to 96,563,659 in 1948. 
More than half of all women who 
sew buy Simplicity patterns, ac- 


| cording to the study. 

When asked which patterns they 
purchase most frequently, 539 
of the 5,144 home sewers desig- 
nated Simplicity; 31% McCall’s; 
10% Vogue; 6% Butterick, and 4% 
Advance. Percentages added up to 
more than 100% because some wo- 
men gave multiple answers. The 
study points out that more than 
80% of all pattern users habitually 
purchase Simplicity or McCall’s, 
the only two brands with printed 
instructions right on the pattern 
tissues. 


Cuneo Press Names Cherry 


Burton F. Cherry, Chicago typo- 
grapher, designer and design coun- 
sel for 21 years, has been named 
director of design and typography 
for the Cuneo Press, Inc., making 
his headquarters in Chicago. 


Austin Appoints Gibbons 

J. J. Gibbons Ltd., Toronto, has 
been retained to handle the adver- 
tising of Austin Laboratories Ltd., 
Guelph, Ont., pharmaceutical man- 
ufacturer. 


Jones Joins Color Service 


Vaughn Jones, formerly with 
Hill Blackett Co., Chicago, has 
been appointed in charge of pro- 
duction and service activities at 
Color Production Service, New 
York. Prior to joining Hill Black- 
ett, Mr. Jones spent 13 years with 
Blackett-Sample-Hummert Co., 
where he was engaged in develop- 
ment of color comic advertising 
techniques. 


National Pallet to Sykes 


National Pallet Corp., Pitts- 
burgh, manufacturer of pallets of 
all types and materials, has placed 
its advertising with Sykes Adver- 
tising, Inc., Pittsburgh. 
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To Burlingame-Grossman 

Seymour Kain, who for the past 
three years has been copy and 
production director of Helene Cur- 
tis Industries, Inc., has been ap- 
pointed head of the planning and 
creative departments of Burlin- 
game-Grossman Advertising, Chi- 
cago. 
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‘Exaggeration’ Letter Gets 
a Belated Answer 
To the Editor: I suppose it’s a 
little late to be talking about a 
“Voice of the Advertiser” letter 
which appeared in your issue of 
Jan. 3. Fact is, I left on a business 
trip the day I read this amazing 
letter. I left AA on my desk open 
‘ to Page 32 of that Jan. 3 issue 
and now that I have returned I 
cannot resist the temptation to get 
in’ my marked-down nickel’s 
worth of comment. 
“Exaggeration? None of It for 
This Adman” is the letter to which 
I refer. Perhaps its author, Mr. 
Gursky, is correct in his dubious 
contentions; perhaps he ought to 
study the business somewhat more 
extensively before committing his 


ws 


. Letters are welcome. 


er’s forum 


other people when I object deeply 
to such careless use of punctua- 
tion. In some ways it is a worse 
sin than genuinely untruthful 
exaggeration itself, for it debases 
our common currency of expres- 
sion. 


appraisals to print. 

The really strange feature of 
Mr. Gursky’s letter, in view of its 
thesis, is his rampaging indulgence 
in the use of the exclamation 
point—or “screamer” as it is 
sometimes referred to. His letter is 
composed of 30 sentences. Twenty- 
one of these end with a whoop 
and a holler, even though their 
essence is no more exciting than 
that of this example from his 
observations: “Doctors, lawyers, 
even insurance agents are required 
to do so!” He employs, in his 
total of 30 sentences, just six 
periods; thrown in for seasoning 
are two question marks and one 
series of three dots. 

I believe I may speak not only 
for myself but for a good man} 


Brice E. Hayes, 
Chicago. 


G.I. Loans Don’t Provide 
All It Takes, Reader Avers 


To the Editor: Isn’t it amazing 
how quickly defunct Station 
WKOB can travel from North 
Adams, Mass., to Hartford, via 
your Private Lines—Page 71, of 
today’s AA? 

Since North Adams adjoins my 
home town on the east, I know 


wetch him, « I6-year-old boy, learn to My 


_ moment hed arrived 
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hours he had treveled 3.600 mutes 

Qvernigh Landbergh became « 
siobe!l bere. Overnight there war 
born enduring populer interest and 
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FAMILY SECTION 


GRIT is proud of this new section, 
designed to help keep our nation great. 
It sings the stories of Americanism, 
American heritages, ideals, institutions. 
It visualizes “The Miracle of America”, 
to quote the keynote phrase of the 
Advertising Council. The new GRIT Family 
Section shows, with convincing proof, 
that ‘Democracy Works Here. . . if we 
‘>~but count our blessings”. 
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GRIT PUBLISHING CO, WILLIAMSPORT, PA. 


something of the problems there. 
When I was a kid North Adams 
was larger by a few thousand 
than Pittsfield. Look at Pittsfield 
now, running close to 100,000 while 
N.A. is only a little over 20,000, 
less than it had back at the turn 
of the century. 

Add that to lack of experience, 
and how could the station succeed? 
Isn’t this a case of G.I. loans 
being too easily obtained, simply 
because the loan granter himself 
did not know that a little Army 
stretch in radio communications 
does not add up to what it takes 
to put a paying station perma- 
nently on the air? 

Another instance of the same 
thing has existed here in Lansing. 
Almost a score of young chaps, 
who had so-called photographic 
experience in the service, have 
come home here, and what with 
G.I. loans, and money from dad 
and uncle have set themselves up 
as commercial photographers (or 
portrait artists) only to fail ig- 
nominiously in a few months. 
Absolutely no knowledge of what 
is required in commercial photos, 
and so far as portraits are con- 


cerned what they got when the 


victim smiled turned out to be a 
silly grin. 

Let’s not blame the vets. Let’s 
do something about the VA which 
aids and abets these failures, al- 
beit unwittingly. 

There, that’s off my chest, per- 
haps too briefly. 

And I do enjoy and profit from 
your paper—every week. 

HoMER A. BARRETT, 

Printed Advertising, Lansing, 

Mich. ~ 


Teaser... for Coal Dealers 

To the Editor: How do you ad- 
vertise a lump of coal? 

One of our clients faced with 
the problem of opening a new strip 
mine in southern Illinois to ser- 
vice the Midwest, wanted to do 


oA 


something a little different from 
“mine run” to call attention to this 
new million dollar installation. 

Accordingly, the attached series 
of teaser ads were prepared for 
various publications circulating to 
coal dealers. 
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Later with the copy lifted 
and placed on a facing page he 
series was prepared in broch ire 
form. It created a terrific sen ;a-. 
tion in the industry and, as mi :h; 
be expected, hundreds and h in. 
dreds of requests were recei 
for reprints even though no o fer 
to supply them ws ever made 

In a few short months prod ic- 
tion at the mine is nearing p ‘ak 
capacity. 

Subsequent advertising as a 0). 
low-up is based more upon he 
coal itself and its inherent qv al. 
ities. 

LOWELL STORMONT, 

Vice-President, Keeling & Co, 

Inc., Indianapolis. 


Glistening Goldwyns 
Trip the Ad-libber 


To the Editor: I agree with th: 
Ad-libber, no good copy chiet 
would pass that pulsating prose ot 
writers Hurst and Fante. But 
also, no good copy chief would 
pass the error you make in your 
clinching paragraph. “The Year- 
ling’”’ was not produced by Samue! 
Goldwyn, but rather by Metro- 
Goldwyn-Mayer. 

Actually, Mr. Goldwyn has n 
more to do with M-G-M’s pro- 
duction activities than Leo, the 
lion. 

Rosert M. FINEHOUT, 

Fred Eldean Organization, 

New York. 

The Ad-libber assents sadly 
and presumably has learned that 
Goldwyn is not necessarily where 
you find it. 


Motorola Keeps a Prospect 

To the Editor: Here’s a_ prob- 
lem that you might take up with 
your readers. After a recent direct 
mailing, a letter arrived: 

“Dear Sir: Please scratch us 
from your mailing list as it is a 
waste of good money to be sending 
your propaganda to a small outfit 
like ourselves as we will not be 
ready for your equipment in 50 
years. 

B. O. Long 

Nacozari, Mexico, December 20, 

1948” 

What replies have advertising, 
sales and promotion managers 
made to these letters? Or, are they 
usually noted. and forgotten? 

We elected to handle it this way: 
“Mr. B. O. Long 
Nacozari R. R. Co. 

Nacozari, Sonora 
Mexico 

“Dear Mr. Long: We have re- 
ceived your letter asking us to re- 
move you from our mailing list, 
which we will do. However, ! 
would like to say that Motorola is 
interested in small companies |ike 
yours, as well as large industries 

“You may not be in a position 
to purchase radio communications 
equipment—and may never be— 
but Motorola does not feel i‘ is 
wasting its money by distribu‘ ing 
its brochures and literature to in- 
terested parties—whether or no 
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© Subscription Sales Promo- © Daily List Maintenance! 
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© ABC Statements. Micro-rec- 
ords and Correspondence! 


© Regular Renewal Follow-up! tribution! 
Want more information? Write or call: 


SH 
PUBLISHERS 


Phone 


Webster 9-3773 


Fulfillment Service! 


COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 


© Addressing and Complete 


© Nation-wide Newsstand Dis- 


svelspmon Corp. 


538 South Clark Street, Chicago 5, Illinois 


Many progressive publishers of paid 
or controlled publications have dis- 
covered that this complete circulation 
service produces amazing results, re- 
lieves them of all worry, reduces ex- 
penses, and puts their magazine in 
a top competitive position. 
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A vertising Age, March 7, 1949 
th -y buy. 
If you would like to continue 
re eiving our informative litera- 
tv-e, just drop us a line. We like 
p ople to know what is going on 
in the two-way radio communi- 
co ions field, as well as to buy our 
ec 1ipment. 
Sincerely, 
Jim Cody” 

Nhat was the result? 

‘Dear Mr. Cody: Thanks for 
your letter. Yes, I would like to 
receive your informative litera- 
ture, which I find very interesting, 


even though it is beyond our 
means. 
Thanks, 
B. O. Long 
Nacozari, Sonora, Mexico.” 


Perhaps other promotional de- 
partments would be interested in 
this and in the final answer. 

VIOLET STREICH, 

Advertising Assistant, Motor- 

ola, Ine., Chicago. 


SHOWS THROUGH—The reverse side of 
this ad carries another page for Holmes 
department store, with a reverse message 
in the heart space which is readable 
when this page is held up to the light. 


‘Blank’ Carries a Message 

To the Editor: I am enclosing 
a very unusual two-page ad carried 
in the Item by D. H. Holmes, one 
of the South’s largest department 
stores. 

I believe the retail and news- 
paper people who read ADVERTISING 
Ace will be interested in this 
clever idea. 

The ad was designed by the 
store; Sidney Donnaud is sales 
promotion manager. 

LOYAL PHILLIPS, 

Advertising Director, New Or- 

leans Item, New Orleans, La. 


‘Unique,’ Reader Says, 
Describes ‘Forbes’ Too 

To the Editor: Your editorial, 
“Please, No Second-Hand Springs,” 
prompts me to suggest that about 
the same reasoning can be applied 
to the B. C. Forbes bare spread in 
your Feb. 7 issue. Like Colonel 
Springs’ efforts, this advertising 
nay also be successful but only 
b-cause it is unique. 

And, if you get many second- 
h nd Forbes, AA is going to look 
li ce hell. 

R. W. HARRISON, 

‘ramer-Krasselt Co., Milwau- 

ee, 


‘f ells’ Answers Protest 
© Godfrey's Vocabulary 
_ fo the Editor: While you’re re- 
l' rating your dislike of Colonel 
E iott Springs’ copy, you might 
Urn your ears this time to the 
 mmercials of Arthur Godfrey 
t's Great, who has attained the 
Si iture of a three-program man. 
His selling messages abound in 
rds such as “lousy,” “stinks,” 
d the like, and a protest to his 
sponsor elicits a weasel-word 
i: “It sells tea,” they say, so 
3 well. 
J. B. Miter, 
Brooklyn, N. Y. 


British Reader Keeps 
Track of AA Features 


To the Editor: As an old sub- 
scriber to ADVERTISING AGE, it has 
been my custom for many years 
to mail the publication over to 
England after it has been read. 

One of our clients in Manchester 
tells us, in a recent letter, how 
glad he was to get, in one of last 
year’s issues, your list of “Leading 
Magazine Advertisers in 1947”; 
also your list of “100 Leading Ad- 
vertisers in Major Media, 1947.” 

He asks us if we have seen cor- 
responding lists for the year 1948, 
but I cannot recall having seen 
them, and that is why we are 
writing to you just now. Have you 
published either of these lists to 
date, and if you have, would you 
be kind enough to send us a tear- 
sheet or two? If you have not pub- 
lished them so far this year, can 
you please tell us approximately 
when you expect to run these lists? 

This letter gives me an op- 
portunity to thank you for the 
very many helpful and interesting 


articles in ADVERTISING AGE, and I 
am sure that this publication is 
appreciated by all those to whom 
it is mailed from this office. 
FRANK T. Epps, 
Cockfield, Brown & Co., To- 
ronto, Can. 


Some of the figures referred to 
will appear in late March issues; 
some perhaps later. 


Novice Wants to Know 


To the Editor: I thought Dodge 
had set an all-time advertising rec- 
ord of some kind with its “Dodge 
moves ahead by leaps and bounds,” 
but I must confess that Hotpoint’s 
“touch-and-go” dishwasher is a 
strong contender for the honors. 

We're a relatively new agency in 
the touch-and-go advertising busi- 
ness. Does it take long to come up 
with slogan ideas like those for 
Dodge and Hotpoint? 

SAN JULE & STOFLE, 

Advertising & Public Rela- 

tions, San Francisco. 
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PRODUCTS? 


HERE ARE 3 
REVEALING 


QUESTIONS ! 


OF 


3 QUESTIONS: | 


= 1. Which publication in the Metal Trades 
has the highest yearly subscription price? 


& 2. Which publication in the Metal Trades : 


enjoys the highest subscription renewal rate? 


eS 3. Which publication in the Metal Trades 
takes in a much greater total of subscription 
dollars than any other publication? 


1 ANSWER: 


AMERICAN 
Authority of the Steel and Metal Industries.” 


“The Market 


Meta MarKeT — 
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Answer: Can there be any answer except, that they value 
it more — that they read it more thoroughly. 


Question: What does this mean for the advertiser? 


Answer: Two things: 


Conclusion: 
industries approve of AMERICAN METAL MARKET to the ex- 
tent that they're willing to spend more of their dollars for it 
than any other publication, it offers more advertising effec- 
tiveness for you (and at the lowest advertising rates!) 


Question: Why do readers in the Metal Trades spend more 
of their dollars for this publication than for any other 
Metal Trades paper? 


8 1. More thorough coverage of buyers of 
metal products with your message. 


# 2. The lowest advertising rates on the basis 
of net paid circulation in the Metal Trades field. 
(The subscriber pays more of the bill — you, the 
advertiser, pay less! ) 


If the actual readers in the Steel and Metals 


AMERICAN METAL MARKET 


‘“*The Market Authority of the Steel and Metal Industries’’ 


20 CLIFF STREET, NEW YORK 7, N. Y. 
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Cigarets Top List 
in ‘48 Supermarket 
Sales, Study Shows 


New Yorkx—Baskets filled by 
1125 supermarket customers 
showed total expenditures of $5,- 
323.28 for 26,142 separate packages 
of 85 different kinds of items, 
True Story discovered in its latest 
survey in this field. 

Although canned vegetables top- 
ped the list of products, according 
to the percentage of shoppers buy- 
ing, tobacco and cigarets led in 
the total number of units bought 
and total dollars spent. Canned 
vegetables, the study showed, were 
purchased by 594 people, followed 
by crackers and cookies (552), 
soap powder and flakes (508), 
canned fruit (410) and tissues and 
towels (406). Tobacco and cig- 
arets did not appear among the 
ten leaders in this category. 


In total number of units bought, 


a 


i 
iS 
ed 4 
7 a 


FRANKLIN 6343 


however, tobacco and cigarets were 
out in front with 1,765, followed 
by canned vegetables (1,697), 
canned soup (1,201), canned milk 
(1,116) and crackers and cookies 
(972). In total dollars spent, to- 
bacco and cigarets accounted for 
$297.92; canned vegetables $290.29; 
shortening and lard $256.26; cof- 
fee $256.10, and soap powder and 
flakes $247.25. Other dollar lead- 
ers among the top ten included 
crackers and cookies, $237.61; all- 
purpose flour, $2116; sugar, 
$204.13; canned fruit, $199.23; and 
canned soup, $157.62. 


s Field work for the new Mac- 
fadden Publications survey was 
conducted by A. S. Bennett As- 
sociates, covering sales in ten 
Springfield, Mass., and six Youngs- 
town, O., supermarkets. The 1948 
study, third in the series, for the 
first time includes the actual 
amount of money spent for specific 
products. Also, for the first time, 
a “precision” sample was taken 
of families in the two cities so 
that supermarket customers can 
be compared with a cross section 
of families in the same cities. 

The survey, titled “The Fifth 
Dimension,” also measures the ac- 
tual supermarket spending for the 
different commodities in terms of 
national magazine coverage. 


Rensel Joins Weightman 

J. Griffith Rensel, formerly with 
Abner J. Gelula & Associates, 
and before that advertising man- 
ager of L’Aiglon Apparel, New 
York, has been appointed vice- 
president in charge of service of 
Weightman, Inc., Philadelphia ad- 
vertising agency. 


Promotes New Candy Bar 

Fry-Cadbury Ltd., Montreal, is 
introducing a new chocolate bar, 
called Fry’s Punch bar. Street car 
cards and display pieces are now 
being used in Toronto. 


YOU OUGHT TO KNOW 


That, twice each month, 100,000 farm families read 
The Dakota Farmer and respond to its Editorial and 


Advertising messages. 


That, 138,000 Dakota farmers have expressed the 
desire to buy 24,426 power take-off Crop Sprayers; 
54,786 intend purchasing Weed Killing Chemicals and 
15,106 have indicated their intention of buying Insec- 
ticides. Desire for the Newest in Crop Improvements 
definitely manifests itself in the Dakotas TODAY. 


Dakota market. 


J. P. MALONEY, Advertising Manager 


That, Dakota Farm Families depend and rely on 
their own magazine for the latest up-to-the-minute 
Dakota farming information. 

That is why The Dakota Farmer TODAY is the 
most effective Advertising, Merchandising, and Edi- 
torial influence in the FOUR BILLION DOLLAR 


yo Ri ae “nh te oe Ate 


‘SRDS’ Reinstates 
238 Publications 
in Policy Shift 


CuicaGco—The publications 
which Standard Rate & Data Serv- 
ice dropped from the business pa- 
per and consumer magazine sec- 
tions of SRDS in the Jan. 15 is- 
sues, because of failure to file 
sworn circulation statements pre- 
pared according to SRDS require- 
ments, have been reinstated, ef- 
fective with the Feb. 15 issues. 

After repeated requests to the 

publishers of the _ publications 
listed for circulation state- 
ments, SRDS in January elim- 
inated 173 listings in the bus- 
iness paper section and about 65 
listings in the magazine section, 
with the provision that the pub- 
lications again would be included 
as soon as they filed circulation 
statements. 
. Said Walter E. Botthof, pub- 
lisher of Standard Rate & Data 
Service: “Since a _ considerable 
number of SRDS subscribers have 
indicated they prefer these list- 
ings reinstated, even though they 
may be incomplete—and appar- 
ently there are as many sub- 
scribers against eliminating the 
listings as there are for it—we 
naturally accede to the wishes of 
our subscribers.” 


Texaco’s Long Term 
Lease on TV Honors 
Hasn’‘t Run Out Yet 


New YorK—The “Texaco Star 
Theater” held tightly to first place 
on the New York teleratings in 
February even with its master of 
comedy, Milton Berle, away for a 
rest in Florida. The NBC hour- 
long vaudeville show scored 76.6. 

Others on C. E. Hooper’s top 


ten: 
Coaeer's Talent Scouts (Lipton’s), 


seinatenessneniitintaalmmnieadlecdésciecmstiinatbitentions) 56 
a. a Revue (Admiral), DuMont, - 
ET SRS SE, ON Ho 6 
Toast of the Town (Emerson), CBS ....48.0 
Godfrey and His Friends (Chester- 
MI, ill citenenecdiesilliniaieaipaatentnansgenenated 6 
Break the Bank (Bristol-Myers), 949 
Your Show Time (Lucky Strike), mn 
RE ESR Se © De ae CR 5 
We. the People (Gulf), CBS ............... 32.2 
Phil Silvers (Arrow), NBC  ........:cccccc 32.1 
Colgate FRORER, TES crcescesciccisseesserccsescnsess 30.2 


Unique Art Buys More Stations 
for ‘Howdy Doody’ 


Unique Art Mfg. Co., Newark, 
has added seven more TV stations 
to its network list for “Howdy 
Doody.” The mechanical toy maker 
sponsors the Wednesday 5:45-6 
p. m., EST, section of the NBC tele- 
cast. 

Previously carried on five East 
Coast stations, Unique’s portion of 
“Howdy” now is seen on WBZ-TV, 
Boston; WTVR, Richmond; WBEN- 
TV, Buffalo; WWJ-TV, Detroit; 
KSD-TYV, St. Louis; WNBK, Cleve- 
land, and WNBQ, Chicago. Grant 
Advertising is the agency. 


Camel Show Aired on DuMont 


R. J. Reynolds Tobacco Co., 
Winston-Salem, N. C., will sponsor 
the “Camel Sports Caravan” over 
the DuMont television network 
starting March 28. Weekly boxing 
events will be picked up from the 
Philadelphia Arena over WFIL- 
TV. The time—10 p.m. to mid- 
night, EST—will be bought 
through William Esty & Co., New 
York. 


Philco Promotes White 


R. J. White, a member of the 
sales organization of Philco Corp., 
Philadelphia, for 19 years, has been 
named manager of distribution of 
the newly acquired Electromaster 
division. Philco will sell electric 
ranges under the Electromaster 
name. 


To Wheeler-Kight & Gainey 
Wheeler-Kight & Gainey, Co- 
lumbus, O., has been appointed to 
handle the advertising of Alumi- 
num Bakery Sales Products, Co- 
lumbus, manufacturer of trays, 


baskets and carriers for the bakery 
industry. 


Advertising Age, March 7, 
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The Creative Wan: Corner 


If the occupant of this Corner should ever be hijacked and 
put down before a typewriter and told to knock out a piece 
of copy, one of the first questions he would ask himself 
would be, “Why should I buy this product?” 

Now it’s probably true that not every product has a dis- 
tinguishing feature of sufficient value in use to provide a 
good sales point for emphasis. At least two of the clocks 
in this Westclox ad seem to be lacking in that respect—-if 
the whole story has been told about them. 

But the other two definitely have such features—which 
have been carefully buried deep down in the copy, without 


Handsome is as handsome docs! Big Ben Electric's 
brown and gold color beauty is a treat to the cye. His cheerful 

gong alarm, adjustable to loud or soft, strikes your ear 
pleasantly, And his Westclox dependability makes him a friend 
you can trust to perform handsomely the job of keeping you on time. 


even the benefit of italics to point them out. 

Take the Big Ben Electric Alarm which gets major play. 
“Handsome is as handsome does, 
Godfrey should have been the supervisor on that one! If you 
read far enough, however, you'll find that the alarm built 
into it is “adjustable to loud or soft.” To this Corner, at 
least, that’s a reason for buying. 
in the lower left hand corner, you'll 
if you read far enough—is “tilted forward for 
easier reading.” As far as beautiful design is concerned, hor- 
izontal fluting and handsomeness, those qualities are (1) 
either anybody’s opinion or (2) evident anyhow in the 
photographs, so why put them in the way of really dis- 
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MacFarlane Appointed A. M. 


Ian G. MacFarlane has been 
named advertising manager of the 
Vancouver News-Herald, succeed- 
ing Rex Wers, who resigned. Mr. 
MacFarlane was formerly adver- 
tising manager, and then publisher 
of the British Columbian, New 
Westminster, B. C. 


‘ 


Two Name McCann-Erickson 


Ministerio de Hacienda, income 
tax bureau of the Colombian 
Treasury department, and Confec- 
ciones “El Roble,” manufacture! 
of work clothing, both in Bogota, 
Colombia, have appointed Mc- 
Cann-Erickson, Bogota, to hancle 
their advertising. 


_ 


of “Television Profits” 


Will Television 
work for you? 


Advertising’s great new medium may work miracles for 
one man, and cost another his shirt. Whether it will 
pay off for you depends on many factors—your product, 
your price, your distribution, etc. Write for a free copy 
. You'll find it helpful—and there 
are no strings attached. ROYAL & DE GUZMAN, 
Advertising, 452 Fifth Ave., 


New York 17, N. Y. 
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Rising Liquor 
Stocks Presage 
Bond-Blend War 


(Continued from Page 1) 
tended to offer a.complete line of 
straight and bonded whiskies and 
blends of straight whiskies in a 
variety of price brackets. 

A new Schenley brand, May- 
flower, a three-year-old straight 
blend, has been priced at $3.64 a 
fifth, or about the price of a “B” 
blend. Reports say Mayflower may 
be a four-year-old in July, and 
the price left where it now is. 


s The big-four distillers, Schenley, 
Seagram, National and Hiram 
Walker, are more than secretive 
about marketing plans. ,Whether 
the new supplies of whisky mean 
new brands, richer blends or re- 
vival of old brands is left unsaid. 

Seagram, currently the king- 
pin of the liquor business, has 
stacked its chips behind blends, 
and hasn’t a straight in the house. 
Rather than widen its line, it has, 
instead, been narrowing the range. 
Since the war it has removed from 
sale: Kessler’s Private Stock (in 
prewar days the number one 
seller), Seagram’s Five Crown, 
King Arthur gin, and Gallagher 
& Burton’s Kerrigan. Calvert has 
dropped Calvert Special and Old 
Drum. Carstairs junked 1788 and 
Frankfort dropped Wilson and 
Mattingly & Moore. 

National Distillers, which faced 
the postwar period with a sizable 
straight business built on Old Tay- 
lor, Old Crow and Old Granddad, 
in recent years had reintroduced 
three straights, all 86 proof, three- 
year-old bourbons—Century Club, 
Crab Orchard and Windsor. 


a In its 1948 report, National said 
that increased quantities of bour- 
bon whisky would be available, 
and Seton Porter, president, re- 
ported that for the, first time in 
six years inventories were satis- 
factory and would permit National 
to “manufacture whisky only in 
such quantities as may be needed 
io replace whisky withdrawn for 
sale.” Although sales and profits 
lipped sharply in 1948, the com- 
pany’s Gilbey division continued to 
move ahead in the gin field, and 
Italian Swiss Colony got into the 
black. 

Industry-wide withdrawals of 
whisky have been running around 
$5,000,000 gallons because of lim- 
ited aged whisky. In 1949 at least 
15,000,000 gallons will be available. 
Whether the increased availability 
of aged whisky will be able to 
break a slipping market—liquor 
sales have dropped steadily since 
last summer—remains to be seen; 
l\juor factors are concerned with 
their tax problem, consumer re- 
‘stance, and the problem of main- 
‘ening fair trade against buyer 
re sistance. 

Publicker, whose new straights 
st rtled the trade, had previously 


s' roduced Rittenhouse and Hall- 


® s Conestoga straight ryes, and 
nM! merous blends. 


® Brown-Forman Distillers has 
 ntroduced King Red since the 
® 4 of the war, and withdrawn 
4 ndward Rum from eastern mar- 

Ss. 

’ark & Tilford has placed a 
b ‘tled-in-bond whisky, the first 
in six years, on sale in the North 
A lantic states. It will retail for 
$97 a fifth in New York state. 
. John L. Leban, president, Schen- 
‘©, Distillers, Inc., told AA that 

maturing late this year of 

& cater quantities of whisky will 
' ot appreciably affect Schenley 
™ rketing and promotional plans.” 
le said Schenley now has the 
Wrld’s largest stock of aged and 


matured American whiskies, and 
will continue in a “much more 
favorable position than its compet- 
itors who are not so fortunately 
situated.” 

He said the establishment of the 
Straight Whiskey Co. was evi- 
dence of Schenley inventory 
strength, and said more than a 
year ago the company started pro- 
moting I. W. Harper, Pebbleford, 
James E. Pepper and Old Ripy, 
all bottled-in-bond bourbons, of- 
fering them on an _ unrestricted 
basis, after being available only in 
limited quantities during the war 
years. 


@ He pointed out that Straight 
Whiskey Co. is now promoting Old 
Charter, Belmont and Old Quaker, 
all six years old, and Ancient Age, 
five years old. He also said the 
company had been able to maintain 
the percentage of aged whisky in 
its premium blends, while compet- 
itors have had to lower theirs. 

This is the basis of the “look at 
the back label” campaign, which 
Schenley has been hammering in 
newspapers and magazines. Leban 
thinks this has proved effective 
with the retailer, distributor and 
public. The company has called at- 
tention to the aged whisky in 
Schenley Reserve, Sir John Schen- 
ley, Three Feathers Reserve, Mel- 
rose Rare and Gibson’s Selected 8. 

Mr. Leban thinks Schenley’s 
back label drive will continue for 
some time, because, while the 
maturing whisky will help dis- 
tillers whose stocks are low, well- 
aged whisky won’t be generally 
available until 1950-51. 

The straight-against-blend bat- 
tle will be fought against a back- 
ground of inventory parity un- 
equalled in seven years. Inven- 
tories in government-bonded ware- 
houses approximate 550,000,000 
original entry gallons. During 
aging, about 20% of this whisky 
disappears through evaporation. 
A practical inventory would be 
450,000,000 gallons. 


s Much of this inventory is whisky 
made in 1947 and 1948, which will 
not be bottled until 1951 and 1952. 
When the Commissioner of In- 
ternal Revenue issued a report on 
inventory June 30, 1948, there 
remained about 65,000,000 gallons, 
which could be bottled at four 
years of age or older before June 
30, 1949. 

In the opinion of R. E. Joyce, 
vice-president of National Dis- 
tillers, annual consumption of 
American whiskies, straights and 
blends, will approximate 150,000,- 
000 gallons. An even division be- 
tween straights and blends would 
require 100,000,000 gallons to be 
bottled a year. Production would 
necessarily be around 125,000,000 
gallons a year (this figure will be 
changed depending on the preva- 
lence of straight or blénded whis- 
kies). 

However, assuming the prewar 
equal division between straights 
and blends, total inventory for 
a minimum aging cycle of four 
years would have to be at least 
500,000,000 gallons, and this posi- 
tion has already been attained. 

Mr. Joyce also predicts buyers 
will have a choice of straight bour- 
bon, straight rye, straight blends 
and spirit blends within a small 
price range by 1951. 


SEAGRAM WINS SUIT 
IN FAIR TRADE ACTION 

PROVIDENCE—Judge G. Frederick 
Frost of the state superior court 
last week issued an injunction re- 
straining Guido’s Liquor Store, 
Inc., from selling below fair trade 
price any beverages distributed by 
Seagram Distillers Corp. 

The defendant contended that 
the state’s fair trade act was un- 
constitutional. 

The court ruled the act was le- 
gal, and that Seagram had at all 


times been consistent in its ac- 


15th ANNIVERSARY—F. G. Clancy, vice-president, Miles California Co., seated, 


whose company sp 


s “Newspaper of the Air” on Mutual-Don Lee, for Alka- 


Seltzer, congratulates Fred Shields, left, and Glenn Hardy, right, on the beginning 
of their 15th year on the air this month. It is the longest association between 
sponsor, program and talent on the Pacific Coast. 


tions to protect and enforce fair 
trade contracts. 

Victor A. Fischel, president of 
Seagram, said the victory was part 
of a national campaign to sup- 
port independent retailers through 
maintenance of fair trade pric- 
ing. He recalled that, in 1936, 
Seagram was responsible for the 
U.S. Supreme Court decision 
establishing the constitutionality of 
state fair trade laws, when the 
court ruled in favor of Seagram in 
its suit against Old Dearborn Dis- 
tributing Co. 

Harold S. Lee, Seagram eastern 
division sales manager, said the 
company will now press the fair 
trade campaign vigorously in 
Rhode Island, until all price-cut- 
ting on its brands in the state is 
ended. 


Clay Williams, 64, 
Tobacco Executive, 
Dies; Gray Named 


WINSTON-SALEM, N. C.—Samuel 
Clay Williams, 64, chairman of the 
board of R. J. Reynolds Tobacco 
Co. since 1935, died at his home 
here Feb. 25. 

Mr. Williams was admitted to 
the North Carolina bar in 1908. 
In 1917 he became assistant gen- 
eral counsel of Reynolds Tobacco. 
In 1921 he was elevated to gen- 
eral counsel and four years later 
was named a vice-president. In 
1931 Mr. Williams was elected 
president of Reynolds and has been 
chairman of the board since 1935. 

Mr. Williams was vice-president 
and director of the National As- 
sociation of Manufacturers from 
1936 to 1939. 

James A. Gray, president of R. 
J. Reynolds from 1934 to 1946, has 
been named chairman of its board, 
succeeding Mr. Williams. Mr. Gray 
is also chairman of the board’s 
executive committee, a post which 
he will continue to hold. 


C. M. KENDALL 


WatTERTOWN, N. Y.—Clarence M. 
Kendall, 61, business and adver- 
tising manager of the Watertown 
Times, died in a hospital here 
Feb. 27 after an illness of more 
than a year. 

Mr. Kendall started his career 
with the Watertown daily as a 
carrier boy, when he was 12. He 
served as advertising manager un- 
til 1933, when he was appointed 
both business and advertising man- 
ager. 


Harkavy Joins Basford 


United Hatters 


Offer AM Series 
For Sponsorship 


New YorK—The United Hat- 
ters, Cap and Millinery Workers 
Union (AFL) last week was busy 
trying to interest sponsors and 
transcribed networks in its series 
of transcribed dramatic shows. 

Top Hollywood names are 
starred in the 15-minute pro- 
grams, which contain a plug for 
the union label as a badge of 
craftsmanship. Written and pro- 
duced by Emanuel Demby, the 
series was produced at minimum 
cost through the cooperation of 
performers and musicians unions. 

Nathan Zatkin, label promotion 
director of the union, who has the 
job of getting the series on the 
air, is making a strong pitch to 
line up hat manufacturers and 
department stores. One hat maker 
is ‘seriously considering testing 
the show in a midwestern mar- 
ket as a preliminary to carrying 
it on some 50 stations. 


s By placing the show with spon- 
sors, either direct or through a 
transcribed network, the union— 
which has 30,000 members—hopes 
to achieve its primary aim of 
getting the drama on the air, and 
its secondary goal of obtaining 
enough money to produce another 
series of 13. 

No definite prices have been set 


but the tentative scale ranges 
from $5 per broadcast in the 
small markets to $150 in New 


York, Detroit and Chicago. 


Sponsors who back the pro- 
grams, based on the “turning 
points” in the lives of famous 


Americans, are promised the full 
cooperation of United Hatters in 
merchandising the show. Major 
union executives—Mr. Zatkin says 
other larger labor groups have 
promised to help in this respect 
—will call attention to the program 
in their areas and ask their mem- 
bership to buy the sponsor’s prod- 
uct. 

These programs represent the 
union’s first efforts at radio enter- 
tainment. Some time ago it carried 


|a short series designed simply io 


acquaint the public with the role 
played by the hat worker in his 
industry. 


George Victor Elected 


George E. Victor, executive vice- 


| president, has been elected presi- 


N. Y. Comics 
Law Expected; 
Probe Likely 


ALBANY, N. Y.—A _ resolution 
calling for the creation of a legis- 
lative committee to investigate 
comics magazine publishing and 
authorizing $15,000 to finance it, 
was introduced in the New York 
Assembly here last week. The Sen- 
ate had previously passed the 
Feinberg bill, which would set up 
a “comic book division” in the 
education department to examine 
every comie book published, dis- 


tributed or offered for sale in 
New York state. 
The bill, now lodged in the 


codes committee of the assembly, 
is expected to remain there. It 
has drawn heavy fire from news- 
papers. 

In New York City, the National 
Association of Comics Magazine 
Publishers told AA that legisla- 
tion was pending in a dozen state 
legislatures, and that two cities, 
Nashville and Dubuque, had 
adopted ordinances authorizing 
censorship. 

The NACMP told AA it has 
been encouraged by the growing 
realization among other media 
that censorship for comics raises 
problems for all types of com- 
munication. 

San Francisco and Sacramento 
City councils have recently re- 
fused to pass ordinances censoring 
comic books, Maurice Postley, 
NACMP’s public relations counsel, 
said. 

Mr. Postley also reported that 
magazines in the group will short- 
ly begin to carry the NACMP 
seal, showing that they conform 
to a code adopted earlier. 


Handmacher-Vogel 
Budgets $100,000 
for Video This Year 


New YorK—Handmacher-Vogel 
has allocated one-third of its ad- 
vertising budget—$100,000—to a 
television spot campaign which 
breaks this month in 25 cities. 

The drive, to promote Weather- 
vane suits, will reach its peak 
during the spring and summer sea- 
son when these garments are most 
in demand. Prepared by Promo- 
tional Films for Zan Diamond Co., 
Handmacher-Vogel’s agency, at a 
cost of $750 to $1,000 each, the an- 
nouncements will be scheduled an 
average of three times weekly on 
most stations. 

For the introductory nine-week 
series, the manufacturer furnishes 
the spots to its largest local dealers 
—some 129 of them—with dealer 
mention already included. Broad- 
way stars model Weathervane suits 
in the one-minute and 20-second 
commercials. 

Handmacher’s magazine expend- 
itures are running about $200,000 
annually. 


Park & Tilford Launches 
Drive for Tintex, Winx 


Park & Tilford, New York, will 
run a campaign for the next three 
months for Tintex dyes, perfumes 
and cosmetics and Winx eye prep- 
arations. Advertising for Tintex 
consists of weekly ads in 75 news- 
papers, Chicago Tribune Sunday 
Grafic Section and The American 
Weekly. 


Howard A. Harkavy, formerly |dent of Victor Mfg. & Gasket Co., 
sales promotion and advertising | Chicago, producer of sealing pro- 
manager of Langevin Mfg. Corp., | ducts for automotive general in- 
has joined the copy and contact|dustry applications. He succeeds 
staff of G. M. Basford Co., New | his father, John H. Victor, who be- 
York and Cleveland agency. comes chairman of the board. 


Spring advertising for perfumes, 


;cosmetics and Winx calls for 40 
|metropolitan newspapers and The 
|American Weekly. Storm & Klein, 
|New York, is the agency. 


-WKAL-TV Becomes WKTV 
The call letters of Station 

WKAL-TYV, Utica, N. Y., have been 

changed to WKTV. 
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Magazine Men 
Urge Fight on 
Any Postal Hike 


(Continued from Page 1) 

the “subsidy” is really given to 
the reader, who must otherwise 
pay a considerably higher price 
for his magazines. It was pointed 
out by one publisher that this con- 
cept is not far from the obvious 
workings of the business, in which 
readers who subscribe _ receive 
their copies cheaper than if they 
buy them on newsstands, although 
those copies must be more expen- 
sive to produce and deliver. 


s The administration’s proposed 
boost in postal rates contemplates 
a boost of $75,000,000 the first 
year, then an additional $50,000,- 
000 in the second year, so that 
the two-year step-up is $125,000,- 
000. This compares with the cur- 
rent $42,000,000 second class post- 
age revenue (AA, Feb. 28). 

Magazine publishers are quick 
to point out that this increase can- 
not be absorbed. The National As- 
sociation of Magazine Publishers, 
which as yet has not released an 
official statement, figured for its 
paper study that publishers rep- 
resenting two-thirds of the paper 
use of the industry would have 
total profits of $28,000,000 in 1948. 
This projection, based on the first 
half of 1948, was never realized; 
the second half turned down in 
advertising pages, as did profits. 
The first two months of 1949 show 
a down trend. 

Thus magazine publishers can- 
not possibly absorb an increase of 
such size, and about 80% of the 
increase will be chargeable to 
magazines, based on the calcula- 
tions of the Rees bill, which failed 
of passage last year. 


s Can publishers pass the increase 
on to subscribers or advertisers? 
They don’t think so. In the first 
place, long-term subscriptions will 
prevent a sizable portion of cir- 
culations from paying any part of 
the cost for some time. Other cir- 
culation segments might be lost 


by increases in prices. Advertisers 
have been notably restive over 


| spiraling magazine rates, and the 
| Association of National Advertis- 
‘ers had a committee calling on 
| publishers to request them to hold 


the line, warning that advertisers 
would be forced into other media. 

The publishers are inclined to 
think that the postal battle will 
be fought along strict political 
lines. Accordingly, individual pub- 
lishers are being asked to con- 
tact congressmen, and representa- 
tions are being made to unions 
active in the paper, printing and 
graphic arts fields. 


s Publishers who have been 
through previous postal skirmishes 
insist that the magazine industry 
should remember a favorite gov- 
ernment trick, i. e., the offering of 
a large bill in the belief that it 
will be whittled away but that 
some gain will be shown in pass- 
age. 


These men believe that this is* 


the time to settle the relation of 
the industry and the Post Office, 
and the philosophy which is to 
prevail in the department toward 
publications. 


‘UNFORTUNATE BILL,’ 
SAYS FOUR A’S GAMBLE 


New YorK—Frederic R. Gamble, 
president of the American Associa- 
tion of Advertising Agencies, last 
week described HR. 2945 as “un- 
fortunate,” and criticized the prem- 
ises on which the bill was drawn. 

He declared the passage of a 
bill establishing a sliding scale 
of second class rates based on ad- 
vertising carried had three adverse 
effects: (1) It would penalize ad- 
vertising during a time of transi- 
tion from seller’s to buyer’s mar- 
ket, when advertising efficiency is 
badly needed; (2) it might lead to 
deterioration of editorial quality 
which has been supported by ad- 
vertising, and (3) it might be 
economically unsound because in- 
creased postal rates would lead to 
raised advertising and/or circula- 
tion rates, resulting in a dimin- 
ished volume of circulation, and 
less revenue for the post office. 

He also attacked the provision 
defining editorial material as ad- 
vertising which includes price, 
source, etc. He called this material 


PLASTIC 


invisible... penetrating ... complete protection for furs and woolens! 


EXPELLO EXPANDS—This is one of the new 1949 ads Judson Dunaway Corp., Dover, 
N. H., is placing in magazines this year for Expello Ex-Ray vapor moth products. The 
Expello girl will appear in ads in Better Homes & Gardens, Ladies’ Home Journal, 
Mademoiselle’s Living and Woman's Home Companion. Space also will be used in 
Nancy Sasser’s column in 36 newspapers. J. M. Mathes, Inc., New York, is the agency. 
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“strictly editorial, material for 
which the publication receives no 
compensation and whose publica- 
tion rests solely with the editors.” 


@ This provision establishes a 
concept of advertising contrary to 
generally accepted ideas (“that it 
be published for compensation”’), 
and if extended would hamper re- 
printing of news of commercial 
products and services, he said. 

Mr. Gamble also believes it 
would discriminate against certain 
types of publications, such as wo- 
men’s and home service maga- 
zines and business papers. These 
papers have, in response to reader 
demand, carried much editorial 
matter that would be defined as 
advertising under this provision, 
he ‘said. 


Offers Business Letter Aids 


Dartnell Corp., Chicago, has 
prepared a package of seven books 
on better business letters, entitled 
“The Dartnell Short Course in 
Business Correspondence.” In- 
cluded are actual business com- 
munications with an analysis and 
summary of methods used by suc- 
cessful business letter writers. The 
books are available at $6 a set. 


Brown Joins Penney 


Ralph D. Brown, former vice- 
president of Braun & Co., New 
York, has joined J. C. Penney Co., 
New York, where he will devote 
his efforts to the company’s pub- 
lic relations activities. O. D. 
Campbell, former manager of 


'|Braun’s Denver office, has been 


appointed a vice-president, suc- 


ceeding Mr. Brown. 


Premium Plastics Formed 


Premium Plastics, Inc., has been 
formed in Verona, O., for the 
manufacture of tailor-made plas- 
tic premiums for sales promotion 
purposes. George F. Waite, for- 
merly district manager of Celanese 
Plastics Corp., 
offices have been established in 
Dayton, Minneapolis, Chicago, New 
York and Burlington, Ia. 


Schoening Appointed 

W. E. Schoening has been ap- 
pointed advertising and public re- 
lations director of the Minneapolis 
division of Standard Oil Co. of 
Indiana. 


is president. Sales | 


Vladimir Promotes Burton 


Gilbert L. Burton, of Irwin 
Viadimir & Co., New York, has 
been appointed assistant to the 
president, succeeding Thomas M. 
Mullins, who will move to Los 
Angeles as the agency’s West 
Coast representative. Richard H. 
Bolton of the agency has been pro- 
moted to assistant production man- 
ager. 


Two Join Aldridge Agency 


Beauveau Beals, formerly with 
N. W. Ayer & Son, the Philadelphia 
Inquirer and Renner Advertisers, 
has been named an account ex- 
ecutive of A. E. Aldridge Asso- 
ciates, Philadelphia. Edward J. 
Pascoe, formerly with Aitkin-Ky- 
nett Co., has joined the accounts 


staff. 
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PO’s Donaldson 
Prods Congress 
on Postal Hikes 


WASHINGTON—Postmaster Ge n- 
eral Jesse Donaldson goes bef re 
the House post office commit ee 
today (March 7) to open the fig ht 
for rate revisions which would 
quadruple the cost of publishers’ 
second class, and double postage 
bills for direct mail advertising 
(AA, Feb. 28). 

From hitherto secret testimony 
released by the House appropria- 
tions committee last Tuesday, it 
appears likely that Mr. Donaldson 
will challenge Congress to approve 
substantial rate revisions, or stop 
talking about postal deficits. In a 
discussion of the department's 
$2 billion budget for fiscal 1950, 
the Postmaster General told the 
appropriations committee that the 
Hoover Commission hints of $300,- 
000,000 in potential savings 
through increased efficiency in the 
department are “a smoke screen 
pure and simple.” 


@ According to Mr. Donaldson, 
Heller & Associates, the Hoover 
Commission task force for the 
Post Office, reported potential 
savings totaling only $80,000,000, 
and this based on $25,000,000 of 
capital investments. He said the 
Heller report was not even avail- 
able when Mr. Hoover issued a 
statement on Armistice Day sug- 
gesting a possible $300,000,000 in 
savings. 

Following Mr. Donaldson’s state- 
ment that the only way to elimi- 
nate postal deficits is to “get away 
from horse and buggy rates,” the 
House appropriations committee 
announced Wednesday that it is 
“anxious” for rate adjustments 
“on commercial users” which will 
put the service “more nearly on 
a self-sustaining basis.” 


ws Mr. Donaldson’s program, which 
would cost mail users an estimated 
$253,000,000 the first year, and 
$303,000,000 yearly thereafier, wil! 
be discussed by other postal offi- 
cials before the House post office 
committee March 9 and March 11. 
Mail users are to appear on 4 
three-day-a-week basis beginning 
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Mc nday, March 14. 

tep. Tom Murray (D., Tenn.), 
chcirman of the House group, who 
ha. incorporated the department’s 
pr gram into a bill (HR. 2945), 
fa.ors “fair and reasonable” rate 
increases but warns against “dras- 
tic’ changes which affect mail 
vo ume. 

Meanwhile, companion legisla- 
tioa (S. 1103), introduced by Sen. 
Olin C. Johnston (D., S. C.), 
chairman of the Senate post office 
committee, is scheduled for pri- 
yate consideration by a Senate 
postal subcommittee March 9. 

Like his counterpart in the 
House, Senator Johnston is re- 
served on the Donaldson program. 
He told the Senate last week that 
members of his committee insist 
on a right to disagree with or 
favor any and all of the rate pro- 
visions. 


s In his secret testimony before 
the House appropriations commit- 
tee, the Postmaster General said, 
“The time has long passed” for 
low second class rates. “I think the 
Post Office Department is a ser- 
vice agency and performs a ser- 
vice for hire and should be opera- 
ted as a business institution. 

“It has been my objective and 
my purpose to see that the rates 
and fees that we collect from the 
public for service we perform pay 
the cost of the service we perform 
so far as it is humanly possible to 
do so, with some possible ex- 
ceptions which would have due 
regard to maintaining the present 
volume of mail.” 

According to Mr. Donaldson, 
95% of the department’s overhead 
is in salaries and transportation 
costs. To save $300,000,000 it would 
have to reduce its force by 100,- 
000, he told the committee. 


s Since 1945, he said, the depart- 
ment has absorbed $625,000,000 in 
salary increases, $53,000,000 in 
rate increases in surface trans- 
portation and $48,000,000 in rate 
increases for air transportation. 
‘The same piece of legislation 
which brought us in about $110,- 
000,000 in revenue last June costs 
us $225,000,000 in new wage ex- 
penditures,” he said. 

Proposed rate increases would 
leave a deficit of $150,000,000, he 
‘told the appropriations groups, 
representing largely the costs of 
government penalty mail, franked 
mail, airline subsidies and other 


costs not properly chargeable to 
the users of the postal service.” 

“There will be opposition to 
proposed increased rate from pub- 
lishers, advertising agencies and 
large shippers of parcel post,” he 
predicted. 

“I am fully aware there will be 
lots of testimony thrown in during 
any hearings to try to convince 
members of Congress that the sec- 
ond class mail performs a great 
service for the public and the rates 
should remain as they are. 


ws “Then there will be those from 
the large advertising concerns that 
take advantage of a cent or cent- 
and-a-half rate on mail matter that 
costs us as much to handle as it 
does a letter that you pay 3¢ post- 
age on, and they will point out 
that this matter engenders a lot 
of revenue for the Post Office 
Department in the way of corres- 
pondence and those rates should 
not be raised. 

“Then the large users of parcel 
post will say that the farmers 
should have the cheapest rate pos- 
sible and that any raise in rates on 
parcel post would have to be pass- 
ed on to the purchasers of mer- 
chandise from those mail order 
houses. 

“TI have given most careful con- 
sideration to all of those claims, 
and I have had some conferences 
with people representing those 
different organizations. I have 
pointed out that it is a policy that 
cannot be determined by me but 
must be determined by the Con- 
gress itself. 


s “If it should be the will of Con- 
gress that there be a large postal 
deficit, then you will never hear 
another squeak from me, but I 
cannot help but believe that some- 
thing should be done about it be- 
cause there is no place on earth 
that you can buy as cheap a ser- 
vice as the Post Office Department 
is giving the public for the postage 
we charge.” 

Mr. Donaldson took the position 
that the “great volume of maga- 
zines” are taxing the mail “to the 
limit.” He said large newspapers 
generally handle their own dis- 
tribution. 

He was opposed to a “pay-your- 
own-way” rate for small weekly 
papers, but said he felt there 
should not be any free service, 

A . . 
such as they enjoy for in-county 
service at present. 
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Our screenless, dotiess process is the near- A 
est approoch to photography. Just give us 
your negative or kodachrome or any art 
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COMES TO LIFE—Typical of local Seal- 
test campaigns featuring Al Capp’s pro- 
lific little Shmoos is this 357-line ad in the 
Chicago Daily News. The drive is coordin- 
ated by National Dairy Products Corp., but 
adapted to local conditions by the in- 
dividual Sealtest companies, which are 
using the Shmoo to boost ice cream and 
cottage cheese sales. 


Magazine Volume 
Trebles in Decade, 
MAB Study Shows 


New YorK—In 1948, magazines 
continued, for the lith successive 
year, to carry more national ad- 
vertising than any other medium. 
According to figures released by 
the Magazine Advertising Bureau, 
the total revenue was $463,000,000, 
an increase of 4.6% over 1947 and 
three times the $152,000,000 vol- 
ume of 1939. 

Last year, advertising space in 
a group of 46 leading magazines 
averaged $2.83 per  black-and- 
white page per thousand, as 
against a 1939 figure of $2.81 per 
thousand. On a comparative rate 
basis, four-color advertising was 
actually cheaper in 1948 than it 
was in 1938—$4 last year against 
$4.06 ten years ago. 

For the first six months of 
1948, combined averaged circula- 
tion of all ABC general and farm 
magazines was 179,500,000, the 
largest on record, representing an 
increase of 6,800,000 over 1947, 
and 72,700,000 over 1939. 

From the third quarter of 1947 
to the same period of 1948, 24 
magazines making interim circu- 
lation reports to ABC showed an 
increase of 3%, MAB reported. 


Maurice Heaton Award 
To Be Made This Spring 


The first annual award of a $250 
scholarship to a high school senior 
in the Los Angeles city school 
system will be made this spring, it 
was announced by trustees of the 
Maurice Heaton Memorial fund. 
The scholarship, to be given each 
year, was set up by western ad- 
vertising men and women in 
memory of the late Maurice Hea- 
ton, who was killed by a bandit in 
El] Paso, Tex., early in 1948. 

Commercial students will be 
eligible, with the winner permitted 
to choose any university or college 
within the continental United 
States. 


Two Appoint Ad Fried; 
Jacobi Named Art Director 


Ad Fried Advertising Agency, 
Oakland, Cal., has been retained 
to handle the advertising of Bos 
Mfg. Co., Emeryville, Cal., and 
Roeber Plumbing Supply Co., Oak- 
land. 

Gerhardt Jacobi, formerly with 
Wally Nyberg Advertising Artists, 
Oakland, has been named art di- 
rector of Ad Fried. 


Commercial Films Added 


Sentinel Productions, Hollywood 
which makes motion pictures for 


television, has begun production | 


of films for commercial enter- 
}|prises. The films will be made 
within industrial plants and will 
show the training of workers and 
all essential mechanical details re- 
quired by the firm. 


| 


| 


Along the Media Path 


e Warren C. Agry, advertising di- 
rector of The American Home, is 
currently “on tour” with mem- 
bers of both the editorial and ad- 
vertising staffs of the publication, 
showing a new presentation to 
small groups of agency and adver- 
tising people. It stresses the 
s-t-r-e-t-c-h-i-n-g theme which 
the publication is featuring this 
year, along with a host of other 
editorial innovations. The current 
“tour,” which started in New York, 
embraces showings in Cleveland, 
Chicago, Minneapolis, St. Louis, 
Philadelphia, Buffalo, Boston and 
five or six other cities. 


e The eighth annual edition of 
“Retail Sales Trends” has just 
been issued by the Capital Times 
and Wisconsin State Journal, 
Madison. Called “The Madison 
Market Makes Good News,” it is 
a factual review on retail business 
in the market. Copies are avail- 
able from E. H. Burgeson, research 
and promotion manager, Madison 
Newspapers, Inc., Madison, Wis. 


e The ad biz is buzzing. Mc- 
Clatchy newspapers (Sacramento, 
Modesto and Fresno Bee) sent 
more than 1,000 advertising and 
agency people a plastic box con- 
taining a brilliantly colored cos- 
tume bee to emphasize the im- 
portance of the “billion dollar 
valley of the Bees.” 


e Outdoor advertising impressions 
in the New England market cost 
approximately 13.1¢ per thousand, 
John Donnelly & Sons, Boston, 
points out in a new presentation 
which it recently started to show 
industry and media groups in 
major cities. The presentation 
grew out of a study made in 1944 
and was prepared in cooperation 
with Walker & Co., Detroit out- 
door ad company. 


e The Louisville Courier-Journal 
expects to become the first news- 
paper to be reproduced regularly 
on microcards. With the Louisville 
Public Library as the sponsor, the 
newspaper will be recorded, ten 
pages at a time, on 3x5” cards. 
The papers will be sent to the 


Micro Library, LaCrosse, Wis., 
and returned, on microcards, each 
week. The cards can be read only 
with a special microcard machine, 
with which the main library and 
each of its ten branches will be 


equipped. 


e Less than 5% of farm women 
buy apparel exclusively by catalog 
and mail order, according to a 
survey by Successful Farming. 
More than 38% buy dresses, coats, 
hats and shoes in “a large, nearby 
city,” and 33.6% in their home 
town. The remainder use a com- 
bination of two or more sources. 


e Meredith Publishing Co., Des 
Moines, is expanding again. Work 
on two new additions, to provide 
100,000 additional square feet, has 
been started. Cost: about $1,000,- 
000; completion date: 18 months. 
Present plant and warehouses, in- 
cluding a new wing and paper 
storage building built in the past 
two years, contain about 300,000 
square feet, plus 35,000 rented for 
storage. 


e Labor made good news in Al- 
bany, N. Y., Feb. 25, when the 
Albany Times-Union published 
the city’s largest special section— 
18 pages and 28,000 lines of ad- 
vertising—in connection with the 
dedication of a new international 
headquarters building for the In- 
ternational Brotherhood of Paper- 
makers. 


e The St. Paul Sunday Pioneer 
Press is distributing its special 
winter carnival souvenir edition 
to 48 states and 51 foreign nations, 
including Arabia, China, Iceland, 
Africa, Japan and Australia. Price 
is 30¢ in the U.S., 40¢ elsewhere. 
The edition carries a large amount 
of local and national advertising. 


Plans TV Seminar 


Ohio State University, in co- 
operation with advertising organi- 
zations of Ohio, will hold the fifth 
advertising and sales promotion 
conference and the second tele- 
vision seminar March 17-18. Dr. 
Kenneth Dameron, of the faculty, 
is general conference chairman. 
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FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA 
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Help Make the WWVA Area 
A Prosperous Market 


WWYVA has the programming designed to attract 


tion's economy. 


and hold the ears of the 1,919,351 people who 
make up the farm population in the WWVA cov- 
erage area; it’s an area that contributes nearly a 
Billion Dollars worth of farm products to the na- 
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Dairy Farmers Okay 
Creamery Levy for 
Butter War Chest 


Cuicaco—Determined to _ sell 
butter to the American housewife, 
American Dairy Association mem- 
bers took steps at their annual 
rally here last week to levy ap- 
proximately one-half cent per 
pound of butter for a new, in- 
tensive butter promotion. 

The ADA’s administrative com- 
mittee was instructed to decide on 
the actual amount per pound and 
work out ways and means of 
getting the levy from the cream- 
eries which process the dairy 
farmers’ products. 

For some time, creameries have 
done the bookkeeping during the 
June “set-aside” month, when 
dairy farmers have contributed l¢ 
per pound of butterfat to the 
ADA’s $1,000,000 annual war 
chest. 

Funds collected in June, how- 
ever, must be added to money 
from cheese producers, ice cream 
plants and other segments of the 
industry. As a result, the money 
is usually used to promote dairy 
products as a whole. 

The new fund, proposed by 
Owen Richards, general manager 
of ADA, might be around $500,000 
—if the collections were limited to 
one month each year—or might 
conceivably total $6,000,000 if the 
committee finds it possible to col- 
lect the half-cent every month of 
the year. 

Either way, it seems probable 
that the ADA will use the butter 
money initially to plug its new 
position to the effect that taxes on 
margarine should be repealed but 
that margarine manufacturers 
should be legally restrained from 
coloring their product yellow. 
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ADA JUDGES—Selecting the nominees for the American Dairy Association’s annual 
awards for distinguished service in the food field are, left to right: Don W. Lyon, 
associate director, National Association of Retail Grocers, Chicago; H. Ford Perine, 
merchandising director of Life, New York; Daniel Rennick, editorial director, Food 
Topics, New York; and Sidney R. Bernstein, editor, Advertising Age, Chicago. 


Also featured at the meeting 
was the presentation of awards 
“for distinguished service in the 
food field” by food manufacturers, 
and food columns of magazines 
and newspapers. 

Recipients of the citations were: 
United Fruit Co., Ladies’ Home 
Journal, Look, Newark Evening 
News, Chicago Tribune, Pillsbury 
Mills, California Cling Peach Ad- 
visory Board, and California Pack- 
ing Co. 

Campbell-Mithun is the agency. 


DuMont Cancels Mid-Afternoon 
Schedule for Baseball 


DuMont Television Network will 
cancel its present mid-afternoon 
schedule, largely unsponsored, to 
permit its New York station, 
WABD, to carry the Ballantine- 
sponsored Yankee home games and 
to free its affiliates for baseball 
coverage. 

WABD is putting together new 
shows to be aired on the afternoons 
when the Yankees are out of town. 
No sponsored programs will be 
disturbed in the summer change- 
over, which begins today (March 
7) and includes a 10 a. m., rather 
than a 9 a. m., weekday sign-on for 
the New York outlet. 


Names Newell-Emmett 


The general chemical division 
of Allied Chemical & Dye Corp., 
New York, has appointed Newell- 
Emmett Co., New York, to handle 
advertising for Airex, household 
aerosol product. 
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Stanley Resor Wins 
Top Award at ‘A&S’ 
Annual Kudos Meet 


New YorkK—Stanley Resor, presi- 
dent of J. Walter Thompson Co., 
received the 1948 gold medal award 
for distinguished services to adver- 
tising,. at the annual Advertising 
Awards dinner 
here March 4. 

The award was 
presented by Eu- 
gene Meyer, 
chairman of the 
Washington Post, 
and the awards 
of 16 bronze med- 
als were made 
by W. Howard 
Chase, director of 
public relations, 
General Foods 
Corp. and chairman of the awards 
committee. The awards were be- 
gun by Edward Bok in 1924, ad- 
ministered by the Harvard School 
of Business until 1930 and spon- 
sored since 1935 by Advertising & 
Selling. 

Advertisers winning the bronze 
awards are (with their agencies): 
Beech-Nut Packing Co. (Newell- 
Emmett Co.); Florists’ Telegraph 
Delivery Association (Grant Ad- 
vertising); General Electric Co. 
(Fred Rudge, Inc.) ; General Mills, 
Inc. (Batten, Barton, Durstine & 
Osborn); International Cellucotton 
Products Co. (Foote, Cone & Beld- 
ing); McGraw-Hill Publishing Co.; 
Metropolitan Life Insurance Co. 
(Young & Rubicam); National As- 
sociation of Manufacturers (Benton 
& Bowles); National Safety Coun- 
cil and Advertising Council 
(Y&R); Warner & Swasey Co. 
(Griswold-Eshleman Co.); Wo- 
man’s Home Companion (McCann- 
Erickson); U. S. Treasury De- 
partment and Advertising Coun- 
cil (Y&R); Metropolitan Life 
(Y&R) for radio commercials; 
Kraft Foods Co. (Needham, Louis 
& Brorby) for single radio pro- 
gram; Johnson & Johnson (Y&R) 
and Ohio Bell Telephone Co. (Mc- 
Cann-Erickson), each for radio 
program series. 

Members of the awards com- 
mittee, with Mr. Chase, included: 

Elon G. Borton, president, Advertising 
Federation of America; John R. Buckley, 
business manager, Good Housekeeping; 
Evans Clark, executive director, Twen- 
tieth Century Fund; Fairfax M. Cone, 
chairman, Foote, Cone & Belding; Arch 
Crawford, president, National Association 
of Magazine Publishers; Archibald M. 


Crossley, president, Crossley, Inc.; Hugh 
Feltis, president, Broadcast Measurement 


Stanley Resor 


| Station WOQXR: E. P. H. James, 


Bureau; John V. L. Hogan, president, 
vice- 
| president, Mutual Broadcasting System; 
| Chester J. LaRoche, president, C. J. 
| LaRoche & Co.; Paul F. Lazarsfeld, direc- 
|tor, Bureau of Applied Social Research, 
| Columbia University; Theodore S. Rep- 
plier, president, Advertising Council; 
Allen B. Sikes, service manager, Bureau 
of Advertising, ANPA: Daniel Starch, 
president, Daniel Starch & Staff; P. L. 
Thomson, president, Audit Bureau of Cir- 
culations; James W. Young, senior con- 
sultant, J. Walter Thompson Co.; T. H. 
Young, adv. director, U.S. Rubber Co. 


Luckies’ Brass 
Kicks Back Mere 
$899,944 in “48 


New YorK—On April 6, the 
stockholders of American Tobacco 
Co. will gather in the paneled, 
chintzy Women’s Club of Fleming- 
ton, N. J., for their annual meet- 
ing, as usual. But this meeting is 
already marked for distinction be- 
cause the management—long the 
most spectacularly paid of any in 
American business—is preparing 
to take a wage cut. 

The incentive compensation plan 
has in past years resulted in a 
bevy of quarter-million-dollar ex- 
ecutives almost without parailel in 
business. 

The officers agreed Nov. 3, 1948, 
to take the reduction, and that it 
should be applicable to their 1948 
incomes. 


ws The cut will save the company 
$899,944 in 1948, and cuts the pres- 
ident’s and vice-presidents’ aggre- 
gate share of total profits down to 
5%. Before, they were paid a 
scale between 5 and 10%. 

In addition, the company pro- 
poses a retirement and disability 
plan for all fulltime employes. 

Also on the docket for consider- 
ation by stockholders are two pro- 
posals by the ubiquitous Gilbert 
brothers, Lewis and John, and 
John C. Henry. These habitual 
thorns in the side of this and other 
managements have proposed (1) 
that compensation of the president 
be limited to $200,000 and vice- 
presidents to $150,000 each, and 
(2)that the stockholders be per- 
mitted cumulative voting for di- 
rectors. Lewis Gilbert also ques- 
tions the company’s advertising 
and inventory policy. 


ea Mr. Gilbert has lost consist- 
ently in his jousts with Atco and 
with Paul M. Hahn, the vice-pres- 
ident who customarily presides at 
stockholders’ meetings. In the cur- 
rent prospectus, the company ob- 
serves dryly, “The advertising ex- 
penditures of the company have, 
for years, been smaller than the 
amounts reported to have been ex- 
pended for advertising by its prin- 
cipal competitors. The company’s 
inventories... bear substantially 
the same proportion to sales as the 
inventories of its principal com- 
petitors.” 

Last year’s meeting was watched 
with interest by the- advertising 
world because it. followed closely 
a dramatic sequence of events in 
which George W. Hill Jr., vice- 
president and director of advertis- 
ing and son of the choleric ex- 
president who laid down Atco’s 
trip-hammer selling policies, had 
resigned; his agency, Foote, Cone 
& Belding, also bowed out, and the 
$12,000,000 account was assigned 
to Batten, Barton, Durstine & Os- 
born, and Sullivan, Stauffer, Col- 
well & Bayles. 


Advertising Age, March 7, 1949 


Rumors of stockholder revo \. 
tion which would replace the mz n- 
agement and BBDO with the Fk jj) 
group and FC&B swept the bu:i- 
ness, but the meeting itself turn eq 
out to be a‘ clear-cut example of 
management control, and Hahp 
skilfully parried questions by 
stockholders and refused to dis. 
cuss advertising policy. 


a The compensation of Atco’s ‘op 
brass is still sizable. Presid:nt 
Riggio received $120,000 in salary 
and $327,731.42 in profit partici- 
pation in 1948. However, the No. 
vember agreement made him °e- 
turn $264,689.48. Had this volun- 
tary agreement not been reached. 
Mr. Riggio would have taken out 
$712,420.90. 

His top vice-presidents, Hahn, 
Richard J. Boylan, James R. Coon 
and Preston L. Fowler, remitted 
$158,813.70 each. Their remaining 
compensation was $50,000 in salary 
and $196,638.84 each. Without the 
remission, each would have made 
$405,452.54. 

The compensation plan _ goes 
back to 1912. If the profits ex- 
ceeded $8,222,245.82, an amount 
equal to 10% was divided by the 
top officers, with 22% for the 
president, 12% for each of the five 
vice-presidents. Under the new 
agreement, the net profits must 
exceed $15,500,000, and the par- 
ticipants will divide 5%, with 14% 
going to the president, and three- 
quarters of 1% to each of the vice- 
presidents. 


ws Consolidated net sales in 1948 
were $873,466,917, compared to 
$819,631,122 in 1947. Net earnings 
were $43,912,204, a boost of $10,- 
067,183 over 1947. The per-share 
earnings were equal to $7.58 a 
share on common stock, compared 
with $5.70 in the previous year. 
Working capital was boosted to 
$76,000,000, and bank loans re- 
duced by $50,500,000. 


Jolson Will Put 
Show on Platters 


Cuicaco—Al Jolson, who threat- 
ened to resign from radio if he 
wasn’t permitted to put his “Kraft 
Music Hall” show on a platter 
(AA, Dec. 20, 48), will have an 
opportunity to try transcriptions, 
beginning with the March 10 show. 

National Broadcasting Co.’s re- 
laxed rules on transcriptions and 
an agreement with Kraft to experi- 
ment with platters for three to six 
shows brought about the latest 
Jolson move. Format of the pro- 
gram will be unchanged. 

J. Walter Thompson Co. is the 
agency. 


Miller Brewing Signs Welk 


Miller Brewing Co., Milwaukee, 
has signed for a 30-minute show 
featuring Lawrence Welk’s music 
over a group of midwestern ABC 
stations. No time has been decided 
upon for the show, which is ex- 
pected to start in June, through 
Klau-Van Pietersom-Dunlap Ass0- 
ciates, Milwaukee. 
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Feltis Leaves 
PMB; Langley, 
Baker Take Over 


Seattle’s KING Names 
Feltis Manager; Future 
of Bureau Is Uncertain 


New YorK--Broadcast Meas- 
urement Bureau seemed headed 
for further chaos last week follow- 
ing the resignation of Hugh Fel- 
tis, president of the tripartite 
group since its inception in Janu- 
ary, 1945. 


Mr. Feltis, a Nebraska station 


manager when named to head the 
bureau, will leave April 15 to be- 
come general manager of KING, 
Seattle. 

The BMB board of directors last 
week accepted the resignation of 
Mr. Feltis, first submitted to it 
three months ago, and adjourned 
without acting on a successor. The 
group announced that Cortlandt 
Langley, assistant to Mr. Feltis, 
and Dr. Kenneth H. Baker, Na- 
tional Association of Broadcasters 
research director on loan to BMB 
for Study No. 2, jointly will assume 
the management of the bureau 
when the president’s resignation 
becomes effective. 

KING is a 10,000-watt inde- 
pendent station that will soon go 
to 50,000-watt power. Scott Bul- 
litt, principal owner, last week an- 
nounced his retirement as presi- 
dent and the election of Henry B. 
Owen, who has been vice-presi- 
dent and general manager, as pres- 
ident. Mr. Feltis was commercial 
manager of KOMO and KJR, Se- 
attle, from 1935 to 1940. Later he 
was in the station relations depart- 
ment of NBC’s Blue Network, 
New York; general manager of 
Central States Broadcasting Co., 
Omaha, and general manager of 
KFAB, Lincoln-Omaha. 


s The management shakeup in the 
BMB started several months ago 
following reported complaints by 
some NAB members of division of 
responsibility between the presi- 
lent and John Churchill, then re- 
search director. Mr. Churchill re- 
signed shortly afterwards, as did 
Philip Frank, executive secretary. 

In Toledo, Friday, J. Harold 
Ryan, chairman of the BME board 
if directors and its executive com- 
mittee, which will decide on the 
future management of the bureau, 
‘lold AA an acting president may 
be named. 

Asked when the next executive 
committee meeting is scheduled, 
he said no date was set but that 
such a meeting is “likely to be 
talled quickly.” Mr. Ryan declined 
‘o reveal how much more money 
is needed to complete Study No. 
2, ballots for which are going out 
how. At week’s end there were 
8.8 subscribers lined up for the 
study—666 AM stations, 141 FM 
stitions, 13 TV stations and four 
notional networks (including Mu- 
‘ual, whose cancellation is effec- 
uve April 1) and four regional 
hy (works. 


fat the bureau will leave no 
‘one unturned to economize 
*“ 1erever possible. It will give up 
spacious Park Ave. offices, as 
mn as the lease permits, for of- 
© space with the Statistical Tab- 
iting Co. at 50 Broadway for its 
‘leton staff of about six people. 
ie of this number is Dr. Baker, 
Dy pay cheeks are signed by 
B. 


® Meanwhile, there are evidences 
t 


mse ot%crvns 


Jr. Baker pointed out that there 

various methods of saving 
m ney that could be employed in 
Pu lishing the findings of Study 
© 2. “We may have to omit ex- 


Last Minute News Flashes 


American Tobacco Tests ‘Lucky Level’ in Three Cities 


New YorK—American Tobacco Co. is launching a ten-week tesi cam- 
paign for Lucky Strike cigarets on an adaptation of the “Lucky Level” 
theme, in newspapers and spot radio in Buffalo, Columbia, S. C., and 
Minneapolis, through Batten, Barton, Durstine & Osborn. To attract at- 
tention, figures of people are shown breaking through a Lucky Strike 


package. 


Good Luck Ads Offer Year’ 


RocHEesteR—-Good Luck Food Co., 
offering, in a one-month newspaper campaign in Pittsburgh only, 
“Your grocery bills paid for a whole year” for the best “because” 
statement on French’s Good Luck lemon pie filling. There will be 110 


other prizes ranging from $1,500 to 
son Co. is the agency. 


Richard Howland to Join 


vertising manager of Air Trails. 


Ads on New Kaiser-Frazer 
WILLOw Run, 


New York, is the agency. 


Hunt Foods Appoints Oxarart as Ad Director 


Los ANGELES—Frank Oxarart, 


western division of CBS, will become advertising and merchandising 
manager of Hunt Foods, Inc., effective March 15. Mr. Oxarart, pre- 
viously with Biow Co. and Garfield & Guild Advertising here, sold 
his own Los Angeles agency in March, 1947, to join CBS. 


Sillerman Quits as Keystone Network Chief 


New York—Michael M. Sillerman, president and director of Key- 
stone Broadcasting System since the transcription network was 
launched in 1940, has resigned, effective March 15, because of dif- 
ferences over policy matters. He will retain his stock interest in the 
company. Although his successor as president has not been named, it 
was announced that Naylor Rogers, 
appointed executive vice-president, 
in Chicago. Noel Rhys, account executive, will be in charge of the 
network’s New York office and East Coast operations. 


R&R to Handle Kranks Kreem and Mar-O-Oil 


Cuicaco—Consolidated Royal Chemical Corp. has named Ruthrauff 
& Ryan here to handle advertising of Kranks Shave Kreem and Mar- 


O-Oil shampoo. 


‘This Week Magazine’ 
New YorK—Richard M. Howland, since September director of ad- 
vertising promotion for Street & Smith Publications, will join the pro- 
motion staff of This Week Magazine March 14. He will be succeeded at 
S&S by Norbert Hofman, for the past eight years with the sales promo- 
tion department of Conde Nast. Street & Smith also has promoted Wal- 
ter McBride, formerly eastern advertising manager, to national ad- 


Mick.—Kaiser-Frazer Corp. will introduce its new 
Vagabond and Traveler cars in newspapers late this month and early 
April and with a spread in Life early in May. Morris F. Swaney, Inc., 


s Groceries Free 
subsidiary of R. T. French Co., is 


$10 of groceries. J. Walter Thomp- 


Models Start Soon 


network sales manager for the 


Keystone vice-president, has been 
with his headquarters remaining 


tras and bonuses such as area | 
books and maps this time,” he said. 

Most sources feel that BMB as 
now constituted will complete its 
current survey, continuing to so- 
licit new subscribers, and meeting 
deficit problems, if any, as they 
occur later. 


@ The bureau’s future beyond the 
1949 project will depend on the 
answer of the NAB, the Associa- 
tion of National Advertisers and 
the American Association of Ad- 
vertising Agencies to the ex- 
ecutive committee’s mid-January 
request for a description of their 
research needs and how they can 
best be served by a tripartite co- 
operative association. 

An NAB special committee ap- 
pointed for this purpose is ex- 
pected to have its report ready for 
the membership at the broadcast- 
ers’ convention in Chicago next 
week. 

The new radio-television com- 
mittee of the ANA will appoint a 
research subcommittee to analyze 
the situation from the advertisers’ 
point of view. A spokesman for the 
Four A’s said, “The agency group 
is ready to give its answer any- 
time they [the BMB executive 
committee members] call for it.” 

Among the suggestions for the 
continuance of BMB: Incorpora- 
tion on a profit basis similar to 
Broadcast Music, Inc.—a move 
which would clear the way for 
many services beyond its legal 
province as a non-profit corpora- 
tion. 


Buddo Gets Promotion 


Charles W. Buddo has been 
named assistant to the director of 
sales of Canadian Breweries Ltd., 
Toronto. He has been with the)} 
Canadian Breweries for the past| 
eight years in various sales posi- | 
tions. 


|Hull, Que., paper and paper pro- 


AT&T Will Double 
TV Mileage in ‘49 


New YorkK—American Telephone 
& Telegraph Co. has announced 
that it will double the number of 
miles of television channels and 
bring network facilities to 13 ad- 
ditional cities by the end of this 
year, when there will be 8,200 
miles of TV channels in operation 
linking 27 cities. 

By summer, Providence and 
Wilmington will be connected 
to the 14-city hookup. By fall, Lan- 
caster and Erie, Pa., Rochester, N. 
Y., and Dayton, Columbus, and 
Cincinnati, O., will be linked. By 
the end of the year, several up- 
state New York cities are to be 
connected. 

The company’s plans for the 
year also include provisions for 
adding channels on the main routes 
of the current inter-city link. Cir- 
cuits between Philadelphia and 
Chicago will be increased about 
May 1 to ease the program jam 
on the New York to Chicago net- 
work. Three more TV channels 
will be added on the New York to 
Philadelphia route and one more 
between Philadelphia and Wash- 
ington. 


Tampax Starts Drive 


Canadian Tampax Corp., Bramp- 
ton, Ont., has launched a campaign 
in 12 Canadian magazines, three 
weekend papers, trade publications 
and medical and professional jour- 
nals. Ronalds Advertising Agency, 
Toronto, is the agency. 


Eddy Appoints Welch 


A. Welch has been appointed 
general manager of E. B. Eddy Co., 


NEW UNIT—Libbey Glass Co., Toledo, 
which will feature its new Monogram 
hostess set in a full page in House Beauti- 
ful, is offering retailers this new litho- 
graphed display unit for promotion of the 
assortment. The new glasses, prepackaged 
eight to a gift box, retail at $3. 


CBS Noses Out NBC 
In Photo-Finish 
Hooperating Race 


New YorK—NBC was almost 
neck ’n’ neck with CBS, taking six 
of the first 15 on the Feb. 28 
Hooperatings, while CBS had seven 
programs. ABC’s Walter Winchell, 
sponsored by Kaiser-Frazer, led 
the list with a 28.1 Hooper. 

The list: 
wae Winchell (Kaiser-Frazer), 


re McGee & Molly (S. C. Johnson), 
Se ay ee errr 5.6 
Radio. Theater (Lux), CBS ......... 25.1 
Jack Benny (Lucky Strike), CBS...... 25.0 
Bob Hope (Swan), NBC ............ 21.0 
Godfrey's Talent Scouts (Lipton), 
Se ea ae ere 20.8 
Duffy’s Tavern (Bristol-Myers), NBC. .19.7 
My F riend Irma (Pepsodent), CBS.... ‘19.6 
Amos 'n’ Andy (Rinso), CBS.......... 18.9 
Stop the Music (Old Gold, Speidel, Smith 
Bros., Eversharp), ABC .......-+e+. 18.8 


Mr. District Attorney (Bristol-Myers), 
NBC 


Mr. & (Whitehall Pharmacal), 


Mt. sted schetastsédanearstdsece vx s 16.9 
Big Town (Lifebuoy), NBC .......... 16.5 
Crime Photographer (Toni), CBS.....16.3 


Texaco TV Theater 
Leads Pulse List 
In Eastern Cities 


New YorK—Pulse, Inc.’s TV 
averages for Chicago, New York 
and Philadelphia put the Texaco 
Star Theater (NBC) in first place 
for February, with a rating of 66.5. 

Texaco’s Milton Berle was top- 
ped in Chicago by Arthur God- 
frey, Chesterfield version, but his 
score in the other two cities gave 
him a strong lead in the averages. 

The list: 


Godfrey and His Friends 
(Chesterfield), CBS 


és ..50.1 
Toast of The Town (Emerson), 


tke eiecenbnadn dan een bbe one 43.2 
Broadway Revue (Admiral), DuMonf, 

DE. 245 cAtiabeneeenee hee edaewe 064 42.7 
Bh me, A eee 36.8 
Phil Silvers (Arrow), NBC 36 
Amateur Hour (Old Gold), DuMont... .34.1 
Boxing (Gillette), NBC ...............82.7 
Lanny Ross (Swift), NBC ............31.1 


Break The Bank (Bristol-Myers), 
ABC 


Goodrich to Sponsor 
‘Riddle Me This’ on ABC-TV 


B. F. Goodrich Co., Akron, 
through Batten, Barton, Durstine 
& Osborn, will sponsor “Riddle Me 
This,” under a new title but with 
the same cast, over nine ABC-TV 
stations starting April 3. The 30- 
minute program, which winds up 
its series for General Electric on 
CBS in mid-March, will be heard 
in its current time spot—Sunday, 
8:30 p.m., EST. 


Owens Unit Boosts Bittner 


Henry A. Bittner has been 
named supervisor of roof tile sales 
of the Kaylo insulation division 
of American Structural Products 
Co., Toledo, a subsidiary of Owens- 
Illinois Glass Co. He was formerly 
in the Chicago branch of Ameri- 
can Structural Products Co. 


RCA’s Net Earnings Up 


ducts. He will continue as a direc- 
tor of Sidney Roofing & Paper Co., 
Victoria, B. C., of which he was 
formerly general manager. 


‘from all 


responding figure for 1947 was 
$18,769,557. Total gross income 
sources last year was} 
$357,617,231, compared with $314,- 
| 023,572 in 1947. 


Conover Defines 
NBP's Position 
on Postal Rates 


New YorkK—Harvey Conover, 
chairman of the legislative com- 


tions, Inc., and president, Conover- 
Mast Publishing Co., last week is- 
sued a clarifying statement on the 
position of the controlled circula- 
tion papers on postal rates. 

NBP has prepared a presenta- 
tion, for congressmen and others, 
to show that controlled papers pay 
three times as much postage as 
paid circulation papers and that 
such a differential should be elimi- 
nated (AA, Feb. 28). 

“T have just finished reading the 
report in ADVERTISING AGE Feb. 28 
on the activities of National Busi- 
ness Publications, Inc., on postal 
matters,” Mr. Conover said. “The 
description of these activities is 
excellent, but the headline used on 
the article (NBP Opens War 
on Paid Papers’ Lower Postage) 
causes me a great deal of concern. 

“The headline gives a false im- 


-1] pression which may be dangerous 


to the welfare of the business 
press. 


s “The article was based on ma- 
terial which we supplied at a press 
luncheon Feb. 21. Our primary 
reason for inviting the advertising 
press to the luncheon was to make 


g|it crystal clear that our case in 


Washington would be presented so 


"las to reflect nothing but credit 


upon all business periodicals, paid 
and controlled. 

“We of the NBP are strong be- 
lievers in the value of business 
papers, regardless of the method 
that they may employ in dissemi- 
nating the valuable information 
that they contain. 

“We believe that controlled and 
paid circulation periodicals com- 
plement each other in serving the 
trades, sciences, professions and 
industries. Some fields are served 
by controlled circulation publica- 
tions; others are served by publi- 
cations with paid circulation; and 
there are fields that are served 
by both paid and controlled circu- 
lation publications. In these fields, 
both types of publications render 
useful and essential service. 


s “Our presentation stresses the 
fact that controlled and paid publi- 
cations in the business paper field 
perform identical functions, and 
enjoy equal standing with readers, 
advertisers, agencies and the armed 
services. Only in the Post Office is 
a distinction made on the basis of 
controlled versus paid circulation, 
and this distinction is a costly and 
unfair discrimination against the 
controlled circulation publication. 

“Members of NBP object to this 
arbitrary rate distinction, but they 
do not disparage the service being 
rendered by paid publications. 


a “From the first, we have recog- 
nized that our problem could not 
be solved until the business press 
itself was fully understood in 
Washington. More than half of the 
space and time used in our presen- 
tation to legislators is devoted to 
the function of trade, technical, 
scientific and professional journals 
in our economy. 

“We are hopeful that we will 
succeed in demonstrating the jus- 


‘tice of our position, and that the 


disparity in rates will be corrected. 


Radio Corp. of America, New| But whatever our success, we are 


York, has reported net earnings of | 
$24,022,047 for last year. The cor- | 


confident that all business publica- 
tions will benefit from our effort to 
acquaint legislators and govern- 
ment officials with the special func- 
| tion—and problems- -of the busi- 


| ness press.’ 


mittee, National Business Publica- ~ 
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Sherwin-Williams Ups Carroll 


Warren Carroll has been 
named manager of dealer and de- 
partment store sales of Sherwin- 
Williams Co., Cleveland. He will 
continue to direct the home prod- 
ucts sales division. Other appoint- 
ments include: George D. Wart- 
man aS manager of the Los An- 
geles division with headquarters 
in Hollywood; George E. Rost as 
manager of the Portland, Ore., di- 
vision; Dale M. LeClare as mana- 
ger of the Minneapolis division, 
and David W. Drummond as man- 
ager of the Pittsburgh branch. 


Kebel Joins Colgate 


Harry A. Kebel, formerly adver- 

tising manager of Nestle’s Milk 
Products and Harriet Hubbard 
Ayer, has joined Colgate-Palmo- 
live-Peet Co., Jersey City, as a 
brand manager. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 


market studies, for maintaining com- 

petitive advertising files and for de 

veloping sales prospects on certain 

types of products and services. 

New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS * FARM GENERAL 
PAPERS PAPERS MAGAZINES 


343 So. Dearborn St., Chicago 4 


A device that makes window 
shopping pay off for the retail 
store seems likely to expand into 
other markets, following success- 
ful tests in the Detroit area. 

A tiny microphone is linked 
with a wire recorder to receive 
after-hour orders of shoppers. 
Customers drop a quarter imto 
the slot, give their name and ad- 
dress, and order whatever goods 
have taken their fancy. Next 
morning, the orders are sent out 
promptly, with the quarter de- 
ducted from the bill. 

Inventor of the sales hypo is 
a former St. Paul merchant, Louis 
Kilgore. The device has been stim- 
ulating after-hour sales at the 
Kilgore & Hurd store and some 
300 other retail outlets in the 
Detroit area. The Twin Cities 
will be 
chanical order-taker soon. 


The bust-bucketed ebullience of 
Col. Elliott Springs (AA, Feb. 7) 
may be more restrained from here 
on in. H. A. Bruno & Associates, 
New York, has been appointed by 
the colonel to handle all public 
relations for Springs Mills of New 
York and Springs Cotton Mills. 


Lancaster, S. C. 


Quality Printing Plates 


REVERE FOR COLOR 


REVERE PHOTO ENGRAVING CO. 


712 Federal Street 


Chicago 5, Ul. 


Economical FULL COLOR 


WINDOW DISPLAYS, BLOW-UPS, 
«COUNTER CARDS ~ 


By Photo Gelatin, No-Screen, Proces 
Inexpensive in Editions from 100 to 


5,000 - 


Monotone and 
Duotone 


Reproduced 


Representing: NEW YORK GRAVURE CO. 
New York City 


introduced to the me-, 


Springs and Harry 


Colonel 
Bruno, both former aviators, have 
been friends since 1918. They are 
both members of the Quiet Bird- 


men. 

Incidentally, that controversial 
Springs Mills ad that showed a 
bevy of chorines warming their 
derrieres will be included in Mil- 
line Publishing Co.’s forthcoming 
volume, “Best National Advertising 
of the Year.” 


Glenwood Range Co., whose 
Taunton, Mass., plant was once the 
nation’s largest producer of stoves, 
ranges and heaters, will fold up 
after May 31. President William 
L. Cooper said that “expenditure 
of large sums of money to replace 
obsolete equipment would be nec- 
essary to keep the plant running” 
and implied it wasn’t worth doing 
in the face of stiff competition. 


Greenbrier Hotel, White Sulphur 
Springs, W. Va., will use television 
to publicize its facilities. Kenyon & 
Eckhardt, New York, is preparing 
shows for consideration and a de- 
cision on the program to be aired is 
expected within a couple of weeks. 


NNPA Sets Speakers 
for Annual Meeting 


New York—The 19th annual 
convention of the National News- 
paper Promotion Association will 
be held April 20 through 22 at the 
Hotel Roosevelt here. 

Speakers at the convention will 
include Palmer Hoyt, editor and 
publisher, Denver Post; Silliman 
Evans, publisher, Nashville Ten- 
nessean; Leo McGivena, L. E. Mc- 
Givena & Co.; John Gould, editor 
and publisher, Lisbon Enterprise, 
Lisbon Falls, Me.; William P. 
Steven, managing editor, Minne- 
apolis Tribune. 

Also: John J. Flanagan, media 
director, McCann-Erickson; J. F. 
Kurie, research director, Asso- 
ciation of National Advertisers; 
Harold V. Manzer, president, 
Newspaper Advertising Executives 
Association and business manager, 
Worcester Telegram and Gazette, 
and Tom Walker, president, Amer- 
ican Association of Newspaper 
Representatives and treasurer of 
Sawyer-Ferguson-Walker Co. 

Sumner Collins of the New York 
Journal-American will be in 
charge of entertainment, and Law- 
rence W. Merahn of the New York 
Sun will handle publicity. 


CCAB Elects Trenholm 


Lee Trenholm, Provincial Paper 


_Nabisco Potato Chips Bow 


Photographically _ 


Ltd., Toronto, has been elected 
president of the Canadian Circula- 
tions Audit Board. Other officers 
elected are: Vice-president, John 
O. Pitt, Canadian Fairbanks- 
Morse Co.; general manager, Athol 
McQuarrie, Association of Cana- 
dian Advertisers; secretary, John 
A. M. Galilee, Association of Can- 
adian Advertisers, and treasurer, 
John F. Foy, Consolidated Press 
td. 


*Hocrd’s Dairyman’ Names 2 


Arch Booker, in charge of the 
New York office for the past 15) 
years, has been appointed adver- | 
tising manager of Hoard’s Dairy- | 
man, Fort Atkinson, Wis. James | 
D. McCarter, who for the past two} 


John S. Phillips, 
Veteran Magazine 
Founder, Dies at 88 


GOsHEN, N. Y.—John Sanburn 
Phillips, 88, founder of American 
Magazine and co-founder of Mc- 
Clure’s, died Feb. 28 at his home 
here. He had retired as advisory 
editor of American Magazine in 
1937 and had been in ill health 
since last summer. 

In addition to founding the two 
publications, Mr. Phillips was 
credited with developing many 
prominent writers. He graduated 
from Knox College, Galesburg, 
Ill., in 1882 with Samuel S. Mc- 
Clure. The two young men went 
to Boston and started The Wheel- 
man, a magazine devoted to bi- 
cycling. 

In 1886 the two formed the first 
big syndicate to sell feature stor- 
ies to newspapers. In 1893 they 
expanded to publish McClure’s. 
The Phillips-McClure partnership 
ended in 1906 when Mr. Phillips 
disagreed with Mr. McClure, who 
is now 91, on policy matters. Mr. 
Phillips went on to found Amer- 
ican Magazine. 

He relinquished active editor- 
ship in 1915 to become advisory 
editor. He also had served as pres- 
ident of Phillips Publishing Co. 
from 1906 to 1910 and was editor 
of “Red Cross Magazine” from 
1917 to 1920. 


O. H. MARTINSEN 

NEw YorkK—Ottocar H. Martin- 
sen, 67, assistant vice-president 
and director of trade relations of 
Calvert Distillers Corp., New York, 
died on Feb. 28 of a heart attack 
as he entered the Chrysler build- 
ing on the way to his office. He 
lived at 667 Shippan Ave., Stam- 
ford, Conn. 

Mr. Martinsen had served with 
Calvert since 1940, when he be- 
came public relations director. 
Prior to that he had been general 
agent in various cities for Na- 
tional Cash Register Co. and per- 
sonal sales representative for its 
president, John H. Patterson. He 
also had been associated with the 
Barron G. Collier organization, in 
charge of its transportation and 
advertising subsidiaries. 


WAYNE VARNUM 


BETHESDA, Mp.—Wayne Varnum, 
36, until recently head of the New 
York public relations company 
bearing his name, died at the naval 
medical center here March 1 after 
a long illness. 

In 1940 Mr. Varnum joined the 
advertising department of Colum- 
bia Records, supervising that com- 
pany’s publicity until he formed 
his own company. Mr. Varnum’s 
company was taken over by his 
former partner, Marvin Drager, 
several months ago. 


LILA I. LEWIS 

Cuicaco—Lila I. Lewis, copy- 
writer at George H. Hartman Co., 
Chicago agency, since 1935, died 


Hospital here. 
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career in advertising with Wm. | 
Rankin Co. Later, Miss Lewis cx »- 
ducted her own household ady s.- 
ory program over Station WLS 


IRVING P. HUDSON 


HArRTFOoRD—Irving P. Huds in. 
75, publisher of the Pawtuc! ¢ 
Valley Daily Times, West W:r- 
wich, R. IL, died Feb. 24 at iis 
home. 


WALTER LOPER 

San Mateo, CaL.—Walter Lop», 
56, Pacific Coast manager of Tis 
Week Magazine, died at his hone 
here Feb. 26. He formerly was 
with Curtis Publishing Co. in 
Chicago. 


EMANUEL ADLER 

DAVENPORT, IA.—Emanuel Philip 
Adler, 76, publisher of the Daven- 
port Daily Times and president of 
Lee Syndicate, died at St. Luke’s 
Hospital here Wednesday. He had 
been ill since November. 

Mr. Adler, who began his career 
as a $l-a-week apprentice printer 
on a German weekly newspaper, 
was named publisher of the 
Davenport Times when he was 30 
He had served as president of the 
Lee group of ten midwestern 
newspapers since 1907, and as 
president of Inland Daily Press 
Association in 1917-18. 

The Iowa publisher was hon- 
ored a year ago by the University 
of Minnesota when he was pre- 
sented with its award for dis- 
tinguished service in journalism 

Survivors include a son, Phil 
Adler, who is publisher of the 
Star-Courier, Kewanee, IIl. 


Tru-Ade Appoints Law 


Richard K. Law has been named 
director of advertising and public 
relations of Tru-Ade, Inc., Chicago 
beverage company. He held similar 
positions with Mills Industries, 
American Hospital Supply Corp. 
and Helene Curtis Industries. 


Joins Kilroy, Hague & Atkins 


J. B. Clark, formerly program 
director of WAYS, Charlotte, N. 
C., has joined Kilroy, Hague & At- 
kins, Charlotte agency, as produc- 
tion manager in charge of news- 
paper, magazine and radio materia! 
for local and regional accounts. 


Shaw Appoints Miss Fahey 


Elizabeth Fahey has been ap- 
pointed to establish a library ser- 
vice at John W. Shaw Advertising, 
Chicago. Miss Fahey recently fin- 
ished her 20th year at Curtis Pub- 
lishing Co., Chicago, where she 
supervised the library. 


L&M Shifts Agnew to TV Staff 

Clark M. Agnew, who joined 
Lennen & Mitchell, New York, five 
years ago as art consultant, has 
been named to the newly created 
position of art director of the 
television department of the 
agency. 


Gets Perfume Account 
Lindsay Advertising Agency, 
New Haven, has been retained to 


direct the advertising of Serene 
Perfumes, Inc., New York. Direct 


suddenly Feb. 28 at St. Luke’s| mail and class magazines in te 
She started her’ fashion field will be used. 
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hy 


years has been representing farm | § 


publications in the East and South, | 


has been named to succeed Mr. 
Booker as manager of the New| 
York office. 


National Biscuit Co. is using 
1,000-line ads in 51 newspapers 


/in the East to introduce its new 
| Nabisco potato chips. Announce- 


ment ads will be followed by 200- 
line ads in the same list. McCann- 
Erickson, New York, is the agency. 
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Footnotes 


By G. D. CRAIN Jr. 


a 


\dvertisers are criticized so 
fr quently for failure to give 
pr mpt service on inquiries and 
fo. clumsy handling of complaints 
th.t it is refreshing to have an 
exumple of perfect treatment of a 
situation of this kind. 

King Rice, publisher of Power 
Generation and Plant Engineering, 
Chicago, has shown me a letter 
recently received by Earl R. 
Noren, a member of the produc- 
tion staff of the publications, who 
discovered a bad can of a Stokely- 
Van Camp product while using 
the lunch-room facilities of his 
company. He sent a note describing 
his experience to the packer at 
Indianapolis, and received a reply 


only four days later from the 
company, signed by Paul Fish- 
back. 


s It tells such a good story and 
points its own public relations 
moral so clearly that I am quot- 
ing it in its entirety: 

“Dear Mr. Noren: You have 
done us a real favor in writing as 
you did on Feb. 14. It is both un- 
pleasant and embarrassing to note 
the experience you have reported 
concerning a can of beef and vege- 
tables with gravy. 

“If the can which was delivered 
to you by your grocer was puffed 
out at the end, it is what is known 
in the trade as a ‘swell,’ and the 
grocer should never have sold it 
to you. He should have returned 
it to us, because it was quite ob- 
viously a defective can. 


a “On the other hand, if there 
was no swelling of the can, it 
was probably a ‘flat sour,’ and that 
is caused by thermophilic bac- 
teria which research in the in- 
dustry is trying to isolate and 
find a cure for. The trouble is that 
the presence of these bacteria be- 
comes evident only when the can 
is opened and, as in your case, the 
contents are thrown away so that 
there is no chance for laboratory 
examination. We hear about such a 
can on the average of once a 
month, and that is not very much, 
[ am sure you will agree, when 
you consider the millions of cans 
of beef and vegetables which we 
pack at our canning plants every 
vear, 

“Just the same, that doesn’t 
help you out one bit, and we are 
exceedingly sorry that it was your 
misfortune to get one of these 
freak cans. To replace it we are 
sending you a little package to- 
lay containing two good cans of 


> 
PROMOTION STARTS—Dorothy Stickney, star of “Life with Mother,” lends an ap- 
propriate air at the unveiling of the official 1949 Mother's Day poster. Officiating 
with her is George Hecht, publisher of Parents’ Magazine and chairman of the na- 
tional committee on the observance of the day. 


beef and vegetables, which we 
hope you will enjoy with our 
compliments. 

“Again we thank you very much 
for writing us.” 


Bon Ami Schedules 
National Drive 
for Glass Gloss 


New YorK—Bon Ami Co., fol- 
lowing its introduction of Glass 
Gloss in Texas and on the West 
Coast, will launch a national cam- 
paign for the wax-like cleaner 
for glass and silver in April. 

The campaign will lead off with 
a full-color page in the April 25 
issue of Life, followed by ads in 
American Home, Better Homes & 
Gardens, Good Housekeeping, La- 
dies’ Home Journal, McCall’s and 
Woman’s Home Companion. 

Local newspaper and radio ad- 
vertising will: also promote the 
product. Batten, Barton, Durstine & 
Osborn, New York, is the agency. 


Joins Pittsburgh Reflector 


M. E. Walker, formerly in the 
sales promotion department of In- 
ternational General Electric, Inc., 
has been appointed sales promo- 
tion manager of Pittsburgh Re- 
flector Co., Pittsburgh. 


‘Air Trails’ Ups McBride 


Walter J. McBride, easter: man- 
ager, has been named advertising 
manager of Air Trails, New York, 
a Street & Smith publication. 


Lehigh Video to Seidel 

Lehigh Television Co., New 
York, has appointed Seidel Ad- 
vertising, New York, to handle its 
advertising. 
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With res Planography, printing costs are greatly reduced 
because you share press and plate charges with other 
customers. Hi-quality black and white work on standard 
white paper Wide and striking layout possibilities. But 
see the RCS Black and White Kit for profitable ideas 


rapid copy service, inc. 
123 North Wacker Drive, Chicago 6, Il. if 


CAN USE 
LOW-COST 
PLANOGRAPHY 


(Black and White 
Offset Printing) 


Get our FREE idea-sparking 
kit of samples of actual work 
done by inexpensive plano- 
graphy. Wide range of uses. 


| manager of sales. 


Newsprint Summary 
Shows Dailies’ Gain 

NEw YorK—The American 
Newspaper Publishers’ Associa- 
tion has released its annual news- 
print statistical summary. It shows 
that in 1948 some 5,140,806 tons 
were used in the United States, 
compared to 3,564,678 tons in 
1947, and 2,455,116 tons in 1945. 

Reduced to terms of per capita 
consumption, this means that in 
1948 the U.S. per capita consump- 
tion was 70.4 lbs., as compared to 
66.3 lbs. in 1947, 60.8 in 1946, and 
49.8 in 1945. 

During the year, imports of 
European newsprint again loomed 
large, with 267,434 tons imported, 
the largest number of tons since 
1937, when 293,953 tons were 
brought in, and the second largest 
number of tons in 28 years. 

Canada continues to dominate 
the market, supplying 74% of the 
newsprint in 1948, with 5% from 
Newfoundland, 16% from the 
U.S., and 5% from Europe. 


@ Canada’s percentage of world 
newsprint production is increasing: 
In 1947, it produced 4,447,000 short 
tons, as against a world total of 
7,653,000; in 1939 Canada _ pro- 
duced 2,869,000 short tons in a 
world which produced 7,602,000. 

Also included is a graph of 
newsprint prices for 25 years, 
which looks like a scraggly V. In 
1923, price per ton was a little 
less than $80, it dropped to $41 in 
1933, rose to $51 in 1941, to $59 
in 1943, to $63 in 1945, to $68 in 
1946 (it rose to $74.80 when OPA 
went out, but dropped to $68 when 
OPA returned), went to $85 in 
late 1946, to $88.50-$91 in 1947, to 
$101 in 1948. 

Advertising showed striking 
gains in newspapers, of course, up 
12.7% over 1947 in 52 major cities, 
19.3% over 1929, and 112.4% over 
its nadir in 1933. 


U.S. Radiator Promotes 2 


V. W. Blackney, director of 
sales in the distribution division, 
has been advanced to assistant to 
the president of United States 
Radiator Corp., Detroit. J. Roy 
Knox, manager of the Pittsburgh 
branch, has been named general 


Bunny Bear Appoints Snow 


Bunny Bear, Inc., Everett, Mass., 
manufacturer of nursery necessi- 
ties, travel accessories and toys for 
children, has again placed its na- 
tional advertising and merchandis- 
ing with Cory Snow, Inc., Boston, 
after a year’s break in the relation- 


ship. 
Goodall Names Gilligan | 

Stephen V. Gilligan, formerly | 
with American Woolen Co., has| 
been named director of industrial | 
relations of Goodall-Sanford, Inc., 
making his headquarters in San- 


ford, Me. 


45% of Total Food 
Sales Are National 
Brands, Says Willis 


New YorK—Nationally adver- 
tised food brands account for 45% 
of the total food sales now, com- 
pared to 37% in 1942, Paul S. 
Willis, president of the Grocery 
Manufacturers of America, said 
last week. 

The two reasons given by Mr. 
Willis for the increasing use of 
national brand names were: (1) 
During the war shortages consum- 
ers had to take many substitutes 
which made them aware of a dif- 
ference in quality, and (2) when 
the public has money to spend, 
it wants the best. 

He also pointed out that brand 
name foods are now selling for 
extremely low retail prices in re- 
lation to manufacturing costs. 
Prices to the consumer also are 
competitive with lesser-known 
brands, he said. 


Chrysler Jobbers 
Case Dismissed 


SEATTLE—An indictment. charg- 
ing five Chrysler parts whole- 
salers with conspiracy to fix prices 
was dismissed in federal district 
court here Feb. 28. 


District Judge Sam Driver ruled 
that the acts specified in the in- 
dictment did not affect interstate | 
commerce. Atty. Charles Burdell | 
had argued for the defendants that 
“unless the court can presume that | 
all intrastate acts necessarily affect | 
interstate commerce, the indict- | 


ment should be dismissed.” 

The five corporations charged in 
the indictment. are wholesalers | 
handling more than 90% of Chrys- | 
ler Corp. parts and engines sold in | 
Washington state. The indictment 
placed their parts sales in the past 
two years at more than $9,000,000. 
The five are also major retail 
dealers (AA, Jan. 17). 


Reynolds Wrap Introduced 


Reynolds Metals Co., Richmond, | ¢ 


Va., is introducing Reynolds wrap, 
pure aluminum in kitchen rolls, 
for preserving foods, in about five 
New York metropolitan news- 
papers, an undisclosed number of 
dailies throughout the country 
plus Pictorial Review and Woman’s 
Day. Buchanan & Co., New York, 
is the agency. 


Gets Brewery Account 


Diamond State Brewery, Inc., 
Wilmington, Del., has named Yar- 
dis Advertising Co., Philadelphia, 
to direct the advertising of Dia- 
mond State beer and Stoeckle Pre- 
mium beer. Plans call for an inten- 
sified campaign in Delaware and 
a gradual entry into the Philadel- 
phia market. Newspapers, radio, 
television and outdoor posters will 
be used. 


Salesvertising Names Howard 


Francis Howard, formerly ad- 
vertising manager of Carl Fischer 
Musical Instrument Co. New 
York, has been named manager of 
the advertising agency division of 
Salesvertising Associates, Chicago. 


Melton Named Ad Manager 


Ray Melton, formerly with Ad- 
craft Advertising Service, Seattle, 
has been named advertising mana- 
ger of Northwest Metal Products 
Co., Seattle. 


(Advertisement) 
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Dr. Edward L. Kropa, for the last 
twelve years with American Cyanamid 
o., who will join Borden Co.’s chemi- 
cal division as chemical director March 
1. Dr. Kropa reads The Wall Street 
Journal with regularity. He and 28,- 
416 other division and department 
heads (of a total audience of 223,641 
business leaders) of important Ameri- 
can industries rely upon the vital news 
presented in America’s only national 
business daily. 


MOIOR is Ist 


, The A. S. Bennett study (with the managers of these shops) 


shows a marked preference for 


MoTOoR .. . over all other 


, oY repair and maintenance magazines. = 
_& The Number 1 Magazine for Readers is the Number 1 


= 


THE AUTOMOTIVE BUSINESS MAGAZINE 


» 250 W. 55th ST, NEW YORK 19 - FOUNDED IN 1903 
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HERE’S THE BOX SCORE for 


magazine advertisers for 1949... figures 
that show what you actually get for your 
advertising dollar. For complete details 
on magazine audiences, ask your LOOK 
representative or write to LOOK, 511 
Fifth Avenue, New York City. 


\ How many 


Americans 
live like this? 


If you judge a magazine by circulation 
alone ... you're forgetting a mighty 
important thing called human nature. 

People don’t live alone ¥ 
and the magazines they buy are read 
by other people. 

Some magazines get around more 
than others. And when a magazine like 
LOOK offers dramatic picture stories 
of people and their problems in a 
fast-moving world, few can resist it! 

When you learn that LOOK now has 
an A.B.C. circulation of more than 


2,900,000... that’s the mechanical figure. 


When you learn that LOOK reaches 
an audience of 17,439,000 readers 
... that’s the human figure! 
It’s the warmly enthusiastic group 
that makes up America’s second largest 
magazine audience! 

Circulation is very important — 
but aren’t human beings what 


you're really after? 


Total audience ‘Total audience page rate, single 
LOOK 17,439,000 9,250,310 $8,445 
Life 27,572,000 16,552,559 16,600 
Post 15,702,000 8,851,289 11,200 
Collier’s 10,341,000 5,779,913 8,000 


17,439,000 readers every issue 


America’s second largest magazine audience 
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